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Internationalism 
Gets Stress at 
Sales Execs Meet 


Secretary Weeks Tells 
NSE About ‘Business 
Service Agency’ Plan 


ATLANTIC City, June 9—A 
strong aura of internationalism 
pervaded the opening sessions of 
the National Sales Executives’ 
18th annual convention. 

It was evident by the presence 
of numerous European and Far 
Eastern members who are part of 
NSE’s Operation Enterprise teams 
as well as in the comments of key- 
note speakers John S. Coleman, 
president, Burroughs Adding Ma- 
chine, and Sinclair Weeks, Secre- 
tary of Commerce. 

“There is a trend 
opinion which cannot for very 
much longer be ignored. A change 
in thinking is spreading over the 
country. The meaning of world 
trade is catching on. The man in 
the street is coming to see that 
tariffs affect his job and his in- 
come,” Mr. Coleman told the 1,500 
NSE members assembled for the 
three-day convention. 


in public. 


How to cut stocking bills nearly in half Grocers Don’ t 


and get finest-quality CANNON NYLE INS 
with! Lever Brothers’ Pair-and-aSpare Plan | 


BIGGER DEAL—Lever Bros. 
all-out to make its offer of Cannon Mills 
nylons the biggest promotion it ever ran. 
This Surf ad ran in This Week Magazine | 
June 13, via Batten, Barton, Durstine & Os- 


Co. is going 


born. (See story on Page 45.) 


Hurt Druggists, 


Peckham Says 


WHITE SULPHUR SPRINGS, W. VA., 
June 9—The druggist’s bogey man, 
the grocer who sells drug items, 
hasn’t hurt him, in the opinion of 
an A. C. Nielsen Co. official. 

James O. Peckham, executive 
v.p. of the market research firm, in 
an address to the Proprietary Assn. 


For other news of the Proprie- 
tary Assn. convention see Pages 
2, 75 and 78. 


convention today, said Nielsen 
findings indicate “‘a pretty healthy 
condition for proprietary manu- 


_facturers and for the drug store 


Strongly advocating free trade, | 


Mr. Coleman lashed out against 
protectionists’ arguments, pointing 
out that all their contentions must 
be judged “by the overriding ar- 
gument of the national welfare.” 

“Since 1945, the world has been 
importing U. S. goods at the an- 
nual rate of about $5 billion in 
excess of their ability to pay,” he 
said, adding that this excess must 

(Continued on Page 80) 


‘Life's’ New Cumulative Audience Study 
Gives it 60,500,000 Readers in Six Issues 


New York, June 11—A study of 
audience accumulation character- 
istics of four magazines, a Sunday 
supplement, four radio and four 
TV shows was announced yester- 
day by Life. 

The magazines—Ladies’ Home 
Journal, Life, Look and The Sat- 
urday Evening Post—more than 
doubled their audience in the 
course of six issues, according to 
the study. This Week Magazine, 
the supplement, nearly doubled its 
audience, while four radio audi- 
ences increased from 14,350,000 to 
34,000,000. Five TV audiences 
went from 23,450,000 to 45,750,000. 


e “A Study of Four Media” gives 
the rate of over-all accumulation, 
frequency of reading, listening or 
viewing, and audience character- 
istics like age, education and in- 
come. 


“The basic importance of the 
study,” said Andrew Heiskell, pub- 
lisher of Life, “is its documenta- 
tion of the tremendous size of the 
audience that the national adver- 
tiser can reach.” 

The report said that Life’s cum- 
ulative audience over six issues 
went from 26,450,000 to 60,500,000 
—or 50.6% of the U.S. population 


aged ten or over. The Post’s rec- | 


ord showed a jump from 14,050,- 
000 for one issue to 35,400,000 for 
six issues. Look got 18,050,000 for 
one issue and 50,000,000 for six. 
Ladies’ Home Journal went from 
11,500,000 to 28,600,000. 


ge This Week Magazine reached 
23,000,000 readers with one issue 
and 42,250,000 with six. 
Radio shows, analyzed on the 
basis of four programs, registered 
(Continued on Page 36) 


NBP Votes Special Promotion Campaign 
as Result of ‘Vicious Mud Slinging’ 


CoLorapo SPRINGS, June 11—As 
the result of what speakers at the 
convention of National Business 
Publications called “vicious mud 
slinging,” the association today 
voted a special assessment of one- 
third of the annual dues to provide 
funds for a promotion campaign. 
It will be conducted during the 
second half of 1953, and will em- 
phasize the success of the NBP’s 
policy of representing both paid 
and controlled circulation business 


publications. 
Harvey Conover, president of 
Conover-Mast Corp., New York, 


and chairman of the NBP commit- 


tee on advertising and promotion, 
reviewed recent activities of the 
Associated Business Publications 
and the McGraw-Hill Publishing 
Co., and charged that their attacks 
on controlled circulation have been 
made for the purpose of splitting 
the ranks of NBP. 

Mr. Conover said that the as- 
sociation should not be trapped 
into controversial advertising on 
this subject, but he did recommend 
a special campaign which would 
reemphasize the fact that the as- 
sociation is presenting a _ united 
front for business publishers, re- 


(Continued on Page 8) 


business generally.” 


® Factors leading to this conclu- 
sion, he said, are: 

1. Expansion of drug and toil- 
etry business through food stores 
has not disturbed the normal drug 
store trend of increasing volume. 
This indicates that increased ex- 
posure to sale through grocery out- 
lets has resulted in additional 
sales of these items. 

2. Present high sales volume is 


Plans for Large-Scale Motivation 
Research Told at Canadian AMA Meet 


supported by substantial increases | 


in population and productivity. 
is not solely a result of inflation. 

3. Present drug store business 
is supported by a high rate of dis- 


It | 


posable consumer income; people. 


have more money to spend in drug 
stores. 


s Drug and proprietary store re-| 
tail sales last year totaled $4,630,- | 


000,000, and this year are running 
about 5% ahead of the 1952 rate, 
Mr. Peckham said. Sales in 1952 


were 188% higher than in 1929 
and 196% above the 1940 level, 
he added. 


Studies of 15 drug and toiletry 
groups—including dentifrices, 
shampoos, headache remedies, lax- 
atives, hair tonics and others— 

(Continued on Page 75) 


FIRST IN COLOR?—Maybe, says Ewell & 


Thurber Associates. The agency believes 

Mutual Benefit Health & Accident Assn.’s 

full-color page in the June 15 Chicago 

Tribune is the first in the insurance field to 

use “merchandising illustrations in news- 
print color.” 


Beer Strike Is 
One Month Old; 


Supplies Dwindle 


MILWAUKEE, June 12—Not one 
barrel of beer has rolled from the 
production lines of the “beer capi- 
tal of the world” since May 14. 
And the pinch is being felt in bars 
and package stores across the na- 
tion as distributors’ stocks run out. 

A strike by 7,100 members of 
the CIO Brewery Workers union 
has closed this city’s six breweries, 

(Continued on Page 4) 


Last Minute News Flashes 
Simoniz Adds 2nd Agency—Tatham-Laird 


Cuicaco, June 12-——Simoniz Co. has appointed Tatham-Laird here to 
handle new products and HiLite furniture polish and Bodygard liquid 


car wax, effective Jan. 1, 


1954. Sullivan, Stauffer, Colwell & Bayles, 


New York, continues to handle other Simoniz products and also will 
handle new ones to be announced later this year. 


Flako Starts 3-Media Drive on East Coast 

NEw BRUNSWICK, N.J., June 12—Flako Products Corp. will start a 
major TV spot and participation campaign for its pie crust mix and 
Flakorn corn muffin mix in September. The drive will cover all of 
Flako’s marketing area on the East Coast, with spot radio and news- 
papers as supplementary media. Charles W. Hoyt Co. is the agency. 


Robert G. Everett Joins Leo Burnett Co. 


CHICAGO, June 12—Robert G. Everett, v.p. and account supervisor 
(on Quaker Oats products) at Price, Robinson & Frank, will join Leo 


Burnett Co. on Monday. 


Prior to joining Price, Robinson four years 


ago, Mr. Everett was product advertising manager of General Mills. 


‘Newsweek’ to Raise Rates and Guarantee 


New York, June 12—Newsweek will announce Monday that it is 
increasing its guarantee and rates with the Jan. 4, 1954 issue. The cir- 
culation guarantee will go from 800,000 to 900,000 and the rate for 
b&w pages will increase from $4,160 to $4,465 and four-color pages 


from $6,470 to $6,950. 


(Additional News Flashes on Page 79) 


eae 


Pilot Study Already Made 
on Men’s Sport Shirts 
and Washing Machines 


MontTrREAL, July 12—Much of the 
summer conference program of 
the American Marketing Assn. 
was devoted to aspects of the 
booming Canadian market, but 
what may be one of the most far- 
reaching projects in the history of 
U. S. marketing research was also 
unveiled here this week. 

Lincoln Clark, professor of mar- 
keting at New York University 
and managing editor of the Jour- 
nal of Marketing, reported on the 
work of the committee for re- 
search on consumer attitudes and 
behavior, which has in the works, 
or planned, studies which may shed 
considerable light on consumer 
motivation and attitudes and on 
the role of advertising in persuad- 
ing the consumer. 


s The committee was formed last 
September, when a group of psy- 
chologists, sociologists, economists 
and market researchers met at the 
Survey Research Center at the 


| University of Michigan. Its execu- 


tive committee is headed by F. 
Stuart Chapin, recently retired 
head of the University of MAnne- 
sota’s sociology department. Other 
members are Theodore Newcomb, 
Michigan’ psychology — professor; 


|Lois Murphy, social psychologist 


of the Menninger Clinic; James 
Tobin, associate economics profes- 


sor at Yale, and Mr. Clark. 


The committee intends to ex- 
tend technical advice to research- 
ers and to providers of funds for 
research on consumer behavior. It 
will also hold annual conferences. 

Significantly, the committee’s 
main financial support so far has 
been grants from Consumers Un- 
ion, publisher of “Consumer Re- 
ports,” and onetime bete noire 
of the advertising business. The 
committee, to attract more funds 
and to avoid dependence on a 
single source, is negotiating for 
additional funds from various or- 
ganizations to underwrite partic- 
ular projects. 


= At the moment, the committee’s 
work can be illustrated by four 
examples: 

1. A grant to Yale for the prepa- 
ration of an annotated bibliogra- 
phy on research on consumer 
attitudes and behavior, drawing 
on excellent foreign work. It is 
scheduled for fall publication. 

2. A grant to Connecticut Col- 
lege for Women for a study of 
automobile purchase decisions, to 
be made from recent purchasers 
in New London, Conn. 

3. Large-scale projects will go 
through Michigan’s Survey Re- 
search Center. Last fall $3,000 was 
spent on a pilot study to establish 
methodology, which covered two 
guinea pig products (men’s sport 
shirts and washing machines). 

4. Examination of the millions 
of dollars worth of statistics com- 
piled by the Bureau of Labor 
Statistics to enable it to weight 

(Continued on Page 79) 
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Weather Permitting... 


Air Conditioner Sales 
Will Hit Record Soon © 


By Wilbur L. Burkhart 

Cuicaco, June 10—-Weather re- 
ports—the hotter the better—will 
be more than mere conversation 
the next few months, 

Scores of agency men _ will 
breathe easier as the heat becomes 
stifling, for they have produced 
the biggest crop yet of residential 


horted dealers to order early and | 
mapped ad campaigns. Pages, half-_ 
pages and columns picturing happy | 
owners of cooling units and swel- | 
tering have-nots sprouted in shelt- | 
er and consumer magazines with | 
the first breath of spring. 

So far the weather has cooper- 
ated in most areas, and the big. 


air conditioning advertising. And | guns in the cooling business are 
if the weather doesn’t cooperate optimistic. 


with the copywriter, how do you} 
tell a client you can’t sell sun-| 
glasses in the rain? 

Whatever happens to the home 


Cloud Wampler, president of 
Carrier Corp., Syracuse, N. Y., 
earlier this month boosted his 
forecast of the number of room air 


nv 


SOAR ee ae ae ce 


cooling business this year, there conditioners that would be sold 
won't be a repetition of last year’s | this year to 750,000. In February 


mixup. Then dealers in many parts | he estimated the figure at 620,000. 
of the country were caught short! 


when soaring temperatures sent | 


7 : |@ Herbert L. Laube, president of 
customers searching for air con- Remington Corp. and chairman of 
the room cooler section of the Air 
Conditioning & Refrigeration Ma- 


ditioners. 


# Remembering this, manufactur- 


| 


ers vowed to be ready in '53. They Chinery Assn., has predicted 1953 


raised production schedules, ex-' 


(Continued on Page 72) 


Proprietary Assn. Members Hear Cheery 
Words from Food & Drug and FTC Officials 


Wuirte SuLpuur Sprinas, W. VA.,| 
June 9—Proprietary Assn. mem-| 
bers today received a concoction of 
soothing words from two federal | 
officials. 

Charles W. Crawford, food and 


drug commissioner, told the patent 


Proprietary Assn. 


medicine men at their 71st annual 
convention that the Food & Drug 
Administration has resisted “ur- 
gent pressures” to prohibit self- 
medication. 
Albert A. 


RCA’‘s Dehumidifier 
Will Be Introduced 
in Milwaukee First 


CAMDEN, N. J., June 10—Region- 
al advertising, built chiefly around 
newspaper space, will be used to 
promote RCA Victor's new deluxe 
electric dehumidifier in_ select 
markets. 

The first campaign will be the 
Milwaukee area, to which the first 
consignment of the dehumidifiers 
will be flown. Shipments to other 
markets will follow rapidly. 

Newspaper copy will be mainly 
educational, according to W. F. 
Carolan, sales manager of RCA 
Victor’s air conditioner and de- 
humidifier department. This is 
because most people are unaware 
of services performed by the ap- 
pliance. 

Ad copy will point out that the 
units protect luggage, linens and 
wearing apparel from mildew and | 
mold, and tools and fishing tackle 
from rust and corrosion. Copy will 
also tell about a dehumidifier’s 
capacity to wring the excess mois- 
ture from basement game rooms 
and guard furniture from warping. 

Al Paul Lefton Co., Philadelphia, 
is the agency. 


Carretta, Federal 


Agencies Seek Fla. Account 


The State Advertising Commis- 
sion of Florida has set June 15-16 
to hear representatives of agencies 
seeking to handle promotion for 
the state. Only Florida agencies 
are being considered. A spokesman 
said 17 agencies so far have in- 
dicated they are seeking the ac- 
count. 


Keystone Macaroni to VanSant 


Keystone Macaroni Mfg. Co., 
Lebanon, Pa., has appointed Van- 


& Co., Baltimore, to lie relations and market research activi, TV, Los Angeles, American Broad- 
Sant, Dugdale & Co or | casting Co. outlet. 


handle its advertising. 


Trade Commission member, as- 
serted that the commission should 
function as a “friendly police- 
man,” to “advise, guide and in- 
form” business men. The commis- 
sion should avoid issuing arbitrary 
cease and desist orders, he said. 


a Commissioner Crawford de- 
clared: “Our problem today is less 
with quack medicines than it is 
with medical quacks. There are 
a large number of these practition- 
ers, some of them operating rather 
elaborate treatment centers’ or 
phony clinics specializing in al- 
leged cures of such ailments as 
cancer. 

“Such operators constitute a 
fringe of criminal competition for 
your industry and for the legiti- 
mate medical profession,” he add- 
ed. “These people are not in the 
proprietary business. Generally 
their products are not advertised, 
although some advertising media 
show a disposition to accept ad- 
vertisements from some very 
shady operators.” 

Legal status of proprietary prod- 
ucts stems from recognition given 
to self-medication in the federal | 


PLEASED BY ADVANCES—From advance registrations, it looks like 1,500 will 

attend the National Industrial Advertisers Assn. convention in Pittsburgh June 22- 

25. Pleased at this are Hugh McDonald Jr., Walker & Downing, assistant general 
chairman, and a headquarters secretary. 


It’s Not the Tea... NIAA to Meet June 


A&P Attracts 


Most Shoppers 
with Its Meats 


New York, June 10—Twenty-| 


nine per cent of the shoppers pa- | National 


(22-25 in Pittsburgh 


PITTSBURGH, June 10—Spéeches 
and panel discussions on direct 


mail, business publication space 
buying, advertiser-agency rela- 
tions, advertising from the dis- 


tributor’s viewpoint, results of re- 
search on advertising effective- 
ness, and trends and prospects of 
industrial advertising will spark 
the 3lst national convention of the 
Industrial Advertisers 


tronizing the stores of Great At-| Assn. here June 22-25. 


lantic & Pacific Tea Co. believe the 
company’s ads play a major part Fort, 
in bringing them to the stores. | Westinghouse Electric Co.; J. K.. 

That’s one of the findings made Lasser, business publications and 


| Speakers will include Tomlinson 


v.p., apparatus division, 


Advertising Age, June 15, 1953 


Packaged Beer Sales 
‘Hit New High in ‘52 


NEw York, June 10—Packaged 
beer sales in the U. S. in 1952 
were higher than in any previous 
year, according to American Brew- 
er’s statistical survey in the May 
issue. The package sales of 63,348,- 
726 bbl. represented 74.7% of all 
beer sales, which totaled 84,819,892 
bbl. The total sales compare with 
the 1951 figure of 83,718,067 bbl., 
and are still off from the indus- 
try’s peak year sales in 1947 of 
87,172,434. 

The top beer-selling state in 1952 
was Wisconsin—13,606,635 bbl.—a 
position it has held since 1949 when 
it captured the No. 1 position from 
New York. New York was in sec- 
ond place with 11,542,132 bbl. last 
year. 


s The five states with the heavi- 
est beer drinkers are, in order, 
Wisconsin, with a per capita con- 
sumption of 26.6 gallons; Nevada, 
24.3; Michigan, 23.8; Rhode Island, 
23.6, and Pennsylvania, 22.9. 

While beer production has gone 
up in the U. S. and Alaska and 
Hawaii since 1943—from 75,041,- 
804 bbl. to 90,473,144 bbl.—the 
number of licensed breweries has 
dropped from 510 in 1942 to 357 in 
1952. 

Internal revenue paid the gov- 
ernment on beer sales_ totaled 
$777,167,714. 


CBS Television Spot Sales 
Juggles Office Managers 


CBS Television spot sales, New 
York, has announced several staff 
reassignments. J. Richardson 
Loughrin will move from the Chi- 
“cago office to manage the station 
representative’s office in Los An- 
geles. Coincidentally, the present 
Los Angeles manager, Edward A. 
Larkin, will transfer to Chicago as 
| manager. 

Mr. Larkin replaces MacLean 


| 
| 
| 


by Supermarket News, published tax specialist; Alben Barkley, for- Chandler, who becomes manager 
by Fairchild Publications, in a sur- mer Vice-President; Craig Sheaf- of the San Francisco office. The 
vey of shoppers at A&P locations fer, head of W. A. Sheaffer Pen | San Francisco operation was start- 
in 10 states from New York to Cal- Co. and assistant secretary for 


ifornia. 


domestic affairs, Department of 


However, 35% of those surveyed|Commerce; John H. F. Haskell, 
believe the ads played a minor v.p. of the New York Stock Ex- 
role in attracting their patronage,| change, and David K. Austin, ex- 
and 36% think the ads are in no ecutive v.p., U. S. Steel Corp. 


way a factor. 


An attendance of well over 1,- 


Also, 42% look over the A&P|000 admen is expected, according 
ads regularly, while 58% read|to Blaine G. Wiley, NIAA execu- 
them only occasionally or not at tive secretary. 


all. 

When it comes to marketing, 
65%, it was found, make more. 
than half of their grocery pur-. 


chases in the chain’s markets; the | 


ed by Lamont L. Thompson, who 
will shift to Chicago as an account 
‘executive. 


Johnson Opens Coast Office 


| Johnson Publishing Co., Chicago 
|publisher of Ebony, Jet and Tan, 
-has opened a Los Angeles office 
‘at 1127 Wilshire Blvd. Franklin 

A. Ajaye, western § advertising 
| manager, is in charge of the office. 


If Your Car Cards Run to Humor, 


food, drug and cosmetic act of 1938 | remaining 35% spend the bulk of | 
and the 1951 amendment, he said. |their food money elsewhere. 
The act was not designed to out- a ie 
law self-medication but to make it |" AS to commodities, the chain’s| 
safe, the commissioner emphasized, | Meats received 48% of the men-| 

Administrative policies of the | tions of special classifications at-| 


Food & Drug Administration have | ttacting shoppers; A&P brands of 
not been changed since the law canned goods received 33% of the 


was enacted, “notwithstanding the Mentions, and A&P coffee was the 
urgent pressures of those who have | third drawing card, with 31%. 
had difficulty in reconciling the| Produce, A&P’s Ann Page pre- 
(Continued on Page 6) serves, A&P’s Jane Parker baked 
goods and dairy products—these 
| were listed also by more than 10% 
‘of customers who prefer these 
markets because of specific prod- 
ucts. 
Ironically, tea, the commodity 
highlighted in the company name 


pany founder George Huntington 
Hartford started his enterprise, 
registered a mere 3% of the men- 
tions. 


| Loudon Appoints Cowan 


William M. Cowan, formerly 
with Hartford Steam Boiler In- 
spection & Insurance Co., Hartford, 
Conn., has joined the copy staff of 
Henry A. Loudon Advertising, 
Boston. 


RUSSELL A. ZIEGLER, who has been in 
charge of public relations, has been pro- 
ented to aout manager of Cluett, | Spinelli Joins KECA-TV 

Peabody & Co., New York maker of Arrow, Marc H. Spinelli, formerly a 
shirts. He succeeds J. Baxter Gardner, who | writer-producer for KRON-TV, 
has become advertising director. Mr. San Francisco, has joined the pro- 
Ziegler also will be responsible for pub- motion-publicity staff of KECA- 


and the product with which com-_ 


Better Try Running Them in Canada 


| Toronto, June 10—Humor in 
Cleveland Ad P roducers Elect |transportation advertising rates 
, eee re age — yt higher in Canada than in the U. S. 
ising manager for Gray Drug Co., : , 
Cleveland, has been elected me The U. &. riders — apparently in- 
|ident of the Advertising Produc- | different to it; 32% more men and 
tion Club of Cleveland. Other of- | 24% more women respond to it in 
'ficers elected are Edgar Swearing- Canada than to humorless copy. 
_en, ad production manager with) Comparisons like this are now 
McCann-Erickson, v.p.; Mary Lou possible with the release of “The 
‘Stone, Carr Liggett Advertising, Continuing Study of Advertising 


‘secretary, and Sally McCoy, ; 
BS » in Street Cars and Buses” by the 
|Strong, Carlisle & Hammond, treas- [Canadian Advertising Research 


urer. 

|Foundation. The four-city study— 
‘Highway Advertising Bows _ Winnipeg, Montreal, Vancouver 

Highway Advertising Co has | 224 Toronto—complements the 

lopened offices at 354 Park ’ Awe | Advertising Research Foundation’s 
‘Newark, as an affiliate of United S¥™mary of 13 studies published 
Advertising Corp., Newark. David |in 1950 (AA, May 22, ’50). 
|Roth, formerly with Highway Dis-| The Canadian report says that, 
| plays Inc., Poughkeepsie, N. Y., has in making comparisons of the two 
been named general manager. The | studies, where the findings are 
| eo Pat Bagg seleeet S| slenitar they may be treated with 
Saear in a chee th Se lin ype confidence. Where they differ, care 
the Pennsylvania Railroad between Should be used in applying the 
/New York and Trenton. results of either to the Canadian 

market. 


Guatemala Visitor Identified 

| Somehow or other, AA’s printer ® In several important respects, 
‘dropped a byline on a story last the studies agree. Both show that 
week about a staff man’s trip to white is the most effective back- 
Guatemala. Since this was a report ground color in car cards. A yel- 


written in the first person, it made jow background is least effective. 


a mystery of who the writer was. 


ties. 


|It appears to have been the m.e., 
|Robert Murray Jr. 


| After white, a multi-colored back- 
| (Continued on Page 77) 
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Advertising Age, June 15, 1953 


This us @. the product you've rood about! 


pe 


@ wear venverizen 


Now food Dusovery Cots Moat Couts 


Adolph’s Breaks in 
National Sales Force 


with Summer Drive 


Los ANGELEs, June 10—Adolph’s 
Meat Tenderizer, which previously 
had never used more than 70-line 
ads in newspapers, is breaking out 
during June, July and August in 
a rash of full and half pages in 
magazines and Sunday _ supple- 
ments, plus participations on the 
NBC-TV “Dave Garroway Show.” 

Adolph’s Ltd., manufacturer of | 
the four-year-old product, 


in Parade, The Saturday Evening | 


Post and This Week Magazine; a/@re typified by management pol- 
half-page in Look, and full pages| icies tailored to a grass-roots level 
in Metropolitan Group and locally of human understanding.” 


edited Sunday supplements. 


has| ness of the growth and character- 
scheduled two pages in Life; pages| istics of their special corporate 


)|Chicago Publicists 

@N\ MAKES ALLMEAT Hold Case Study of 

@ MORETENDER Community Relations 
——idoloh 


La GRANGE, ILL., June 11—Too 
many companies trying to estab- 
lish good public relations with the 
communities in which they are lo-| 
cated set up their local newspaper 
features, their ‘open house” pro- 
grams or “handsome institutional 
advertisements” without knowing 


_what the people on the receiving 
'end are thinking. 


Foster G. McGaw, president and 
board chairman of American Hos-| 
pital Supply Corp., Evanston, | 


§ sounded this warning today to La| 


Grange civic leaders and members 


of the Chicago chapter of 41e Pub- | 


lic Relations Society of America. | 


|The occasion was the group’s an-| 


nual p.r. clinic, which this year | 
made this suburban village of 
15,000 the subject of a one-day 
case study in community relations. 


= In keynoting the meeting, Mr. | 
McGaw pointed out that success- | 
ful company-community relations 
have to be a _ two-way street. 
“Community relations in practice,” 
he said, ‘depend upon local news- 
papers, schools, churches’ and 
government which have an aware- 


citizens. On the other hand, they 


= 23 


GROUND BREAKING—Ralph Carson and 
Jack Roberts of the Carson-Roberts Agency, 
Los Angeles, take a last peek at the blue- 
prints for the construction of a new wing 
for their agency building, as ground break- 
ing ceremonies are observed. The 32x59’ 
addition to the present one-story building 
will add seven offices and an outdoor patio, 
giving the agency a. total of 2,800 sq. ft. of 
floor space. 


tell what they are doing for the 
community. 


s The third forum was a unique 
kind of final examination on ap- 
plied public relations, which tested 
not just the panel, but everybody 
present. 


Mr. McGaw also emphasized the 


The audience was divided into 
| three sections, each of which was 


In the Negro press, a series; Mutual profit to be gained from) given a thorny and practical case 


will run in the Afro-American | 800d 


community _ relationships. 


;}example of bad community rela- 


group, the Chicago Defender, Eb- | “They pay off for enlightened, | tions to work on. Groups of six 
ony, the Los Angeles Sentinel and| responsible management and the within each section were given 20 


the 
space 


Courier. 
and shelter) 


Pittsburgh 
includes store 


. . . = , | 
magazines, confessions magazines | case study program were three! swers 


and newspapers. 


Other highlights of the crowded 


forums in which both town and 


The Adolph summer campaign|company problems and attitudes 


follows a whirlwind drive 


last) were studied. In the first panel, 


winter by President Lloyd Rigler La Grange civic leaders repre- 


to line up eastern markets. As a/| senting 


local government, local 


result, the firm now claims good | merchants, the schools, the church- 


national distribution, 


including| es and the press told the public 


100% distribution among major U. relations men their problems. The 


S. food chains. 


second panel provided a chance 


Adolph’s agency is Erwin, Wasey for representatives of large in- 


& Co., Los Angeles. 


| dustries in the La Grange area to 


Philco’s Carmine Sees No Big Volume 
in Color TV Sets for Three More Years 


ATLANTIC City, June 9—Volume 
sales of color television won’t come 
before 1956, and then color sets 
will cost at least twice as much as 
present black and white receivers, 
Philco distributors and dealers 
were told yesterday. 

James H. Carmine, executive 
v.p., Philco Corp., also said the 
Federal Communications Commis- 
sion decision on color standards is 
not expected before the end of 
this year. Mass marketing of color 
TV must await development of a 
new, low-price color tube, he said, 
even when the standards for a 
compatible system are established. 

The Philco executive declared, 
“The setting of broadcast stand- 
ards for color television is an ex- 
tremely serious matter. Once the 
standards are set, they cannot, for 
all practical purposes, be changed. 
The National Television Systems 
Committee is now engaged in 
field testing a new color televi- 
sion system. The FCC is fully in- 
formed of its activities.” 


s If FCC okays color standards 
about the first of next year, there 
will be a trickle of experimental 
color receivers available in the 
last quarter of 1954, Mr. Carmine 
predicted. Pilot line production 
may be ready the following year 
to sample leading dealers. 

“The lowest price at which this 
color set with a 14” picture can 
be put on the market will be ap- 
proximately $800 to $1,000. It may 

take years to bring the cost down 


to within 50% of comparable black 


and white receivers,” he said. 


® Orders taken at the $1,000,000 
Philco convention have doubled 
the dollar volume of last year’s 
summer meeting, Mr. Carmine 
said. He reported that Philco is 
producing TV sets at a 1,000,000- 


a-year rate and total Philco sales | American, where the telecast will | 


the first quarter of this year 
reached $129,000,000. Sales in 1953 
are expected to top the $435,000,- 
000 mark, he said. 

Flashiest feature of the conven- 
tion is a merchandising ice show, 
which was staged to introduce 
current models and new sales pit- 
ches to the 7,500 dealers and dis- 
tributors. Futuristic costumes with 
dancers wearing antenna hats and 
non-functional space suits carried 
out the advanced engineering tel- 
evision theme. 

A synthetic atom bomb let loose 
a mushroom cloud of smoke which 
finally cleared away to reveal 
Philco’s new high fidelity audio 
system. 


Names Gale Benn Associates 


Oderdorfer Foundries Inc., Syra- 
cuse maker of non-ferrous castings 
and industrial, agricultural and 
marine pumps, has named Gale 
Benn Associates, Syracuse, to han- 
dle company and product public- 
ity. 


Gross Joins Kupfer Printing 


Herbert Gross, Chicago printing 
consultant, has joined Kupfer 
Printing Co., Chicago, as_ sales 
manager. 


| H ; ” =} | . P 
Other community in general,” he said./ minutes to answer the question 


\“What would you do?” The an- 
submitted were then 
chalked on a blackboard, and a 
forum of specialists chewed them 
|} over publicly and decided on the 
top solution. Scott Jones, of the 
Chicago p.r. firm of Gardner & 
Jones, moderated the operation. 


‘Lone Ranger’ Will 
Ride on Both ABC 


and CBS TV Nets 


New York, June 11—The “Lone 
Ranger” will be riding the air- 
| waves on two TV networks this 
|Summer—ABC and CBS. 
| The signing of CBS by General 
| Mills for the cowboy series, start- 
‘ing June 13, had given rise to 
,erroneous reports that the pro- 
| gram was being discontinued on 
| ABC-TV. The Columbia shows 


| will be re-runs of those seen on 


|continue to be aired weekly. 

| Wheaties will be among the fea- 
| tured products on both networks. 
Dancer-Fitzgerald-Sample is the 
jagency. The program is set for 
,ABC-TV for the fall and may 


also get a regular season run on. 
| 


Columbia. 


Beatrice Foods May Expand 


Beatrice Foods Co., Chicago, and 
Creameries of America Inc., Los 


combined companies 
known as Beatrice Foods Co. 
Stockholders of the two companies 


The merger would 
|into 39 cities and towns in seven 
|western states and Hawaii in 
which the company is not now 
operating. G. S. McKenzie, presi- 
dent and general manager of 
Creameries, would become a di- 
rector, a v.p. and district manager 
of Beatrice Foods. Creameries’ 
present organization would remain 
| unchanged. 


} 


‘Laird to Ketchum, MacLeod 
Gerald F. Laird, formerly a 
‘member of the industrial adver- 
| tising department of Westinghouse 
Electric Corp., has joined Ketch- 
,um, MacLeod & Grove, Pittsburgh 
agency, as an éccount executive. 


put Beatrice 


Sara 
Beawe 


Many Factors Make Canadian Market 
” Different from U. S., Marketers Told 


MONTREAL, June 11—Differences Canada has 12% of its population, 


between the Canadian 
U.S. market were hammered home 


and the as against 17% for the U. S. 


Canada has two cities of more 


here in the first summer confer- than 500,000 population, the U. S. 
ence of the American Marketing has 16; Canada has 17 cities in the 


Assn. ever held outside the U. S. 
Repeatedly, marketers 


warned that “Canada is differ-| 


tances, languages, climate and dif- 


\ferent distribution patterns. 


Gilbert Clarke, v.p. of Standard 
Brands Ltd., Montreal, pointed up 
the differences between the two 
markets for a standard consumer 
classification with the observation 
that market analysts have largely 
junked the 1-to-11 ratio in estab- 
lishing potentials because of the 
pronounced differences. 


# In population, for example, the 
14,000,000 Canadian population is 
distributed over neariy the same 
number of square miles as the 
150,000,000 U. S. population, he 
pointed out. In Canada, 55% of 
the population lives in places of 
less than 5,000 population; in the 
U. S. the figure is 45%. 

Canada and the U. S. have about 
the same percentage in cities be- 
tween 5,000 and 50,000—18% for 
the dominion, 19% for the U. S. 


000 population, Canada has 15% 
of its population, the U. S. 19%, 


Canada. 


and in cities of more than 500,000 


| 50,000-500,000 bracket, the U. S. 
were has 217. 


ent,” and were told of the changes |® Along with the population vari- 
in the market wrought by dis-| ation, Mz. Clarke pointed out that 
the climate causes distinct differ- 
ences in methods of packaging, 
package sizes, and even distribu- 
tion methods. 


He generalized that “Canadians 


are more influenced by customs. 
They are more constant in adher- 
ing to past usage patterns of eith- 
er products or brands...slower to 
change, 
high-pressure advertising, promo- 
tion or selling.” Yet, he pointed 
out, when Canadians do start to 
adopt a product or brand, the shift 
is more rapid than in the U. S. 
market. 


even less susceptible to 


# In the U. S. there are 21,500 


country general stores carrying 


foodstuffs, but there are 11,900 in 
Where corporate chains 
did 27% of the grocery volume in 


Canada in 1951, in 1948 they did 
36% 
eral stores do 24% 
—but in cities of 50,000 to 500,-| grocery volume, as against 4% in 
the U.S. 


of U.S. volume. Country gen- 
of the total 


The speaker pointed out that 
(Continued on Page 76) 


FLORENCE, S. C., June 10—Com- 
munities that will always be out- 
side the range of television station 
beams will be able to view tele- 
vision via a new closed-circuit 
community 
Community TV Systems Inc. 

Operating solely on the closed 
circuit principle, with cables car- 
rying programs directly into 
homes, it will add considerable cir- 
culation to filmed and kinescoped 
programs which can be piped in. 
This town, the headquarters of the 
company, will get the first such 
installation. 

According to Murray Borkson, 
president of the corporation, the 
| closed circuit system will be sold 
on an annual service fee basis, pro- 


Angeles, are seeking a merger. The | 
would be} 


will act on the proposal July 24. | 


viding literally a captive audience 
in each community. He emphasized 
that this is not a coin-operated sys- 
jtem. The annual fee covers the 
cost of cable use and set adjust- 
ments, he said. When studios are 
set up, live “disk jockey” type 
shows will be added to the broad- 
cast schedule. 

Each set will be adjusted to re- 
ceive service on a particular chan- 


— 


Net 


NATURE'S OWN—Emphasizing the qualities 

of the natural lotex rubber which goes in- 

to Pure Foam cushioning, Armstrong Rub- 

ber Co., West Haven, Conn., is launching 

a co campaign with this ad in Life, 

June 15. H. B. Humphrey, Alley & Richards 
is the agency. 


system pioneered by 


New Closed-Circuit TV System Offers 
One-Channel Service Far from Stations 


nel, and requires only a_ plug-in 
connection to be linked with the 
TV cable. There will be no choice 


of channels available to viewers. 


® Community TV Systems is guar- 
anteeing 63 hours of programming 
weekly, two to three hours each 
evening. Mr. Berkson said many 
agencies and sponsors have al- 
ready expressed interest in the op- 
portunity to get new circulation for 
their kinescope recordings. 
RCA-franchised equipment has 
been acquired for the closed-cir- 


cuit operations. DuMont camera 
cars and_ associated broadcast 
equipment also will be used. A 


company spokesman told Apbver- 
TISING AGE that one studio setup 
will be used in each region, and 
that one state might have from 
one to five studios. 

Local advertisers, AA was told, 
are not currently being sought by 
the company, though that is a 
long-range possibility when Com- 
munity TV Systems can rent non- 
commercial films and _ institute 
shows to be introduced by a studio 
announcer, 

The number of regional systems 
which the company can install is 
limited only by the number of 
areas which cannot pick up live 
TV, it was pointed out, And, since 
closed circuit systems need not ob- 
tain FCC approval, there is no 
time limit on the operation. 


Industrial Publicity Group 
Elects Lewis President 
Floyd A. Lewis, Dudley, Ander- 


son & Yutzy, has been elected 
president of the Industrial Pub- 
licity Assn., New York. 

Other officers elected are A. 


Bryan Marvin, Consolidated Edi- 
son Co. of New York, v.p.; Norman 
B. Wakeman, Ethyl Corp., secre- 
tary, and Robert F. Kane, F. H. 
McGraw & Co., treasurer. 


Excelsior to Paris & Peart 

Excelsior Quick Frosted Meat 
Products Inc., New York, has ap- 
pointed Paris & Peart, New York, 
to handle its advertising. National 
promotion will embrace _ radio, 
television, newspapers and out- 
door. 
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Beer Strike Is 
One Month Old; 
Supplies Dwindle 


(Continued from Page 1) 
four of which—Blatz, Miller, Pabst 
and Schlitz—are among the top 
ten producers in the industry. A. 
Gettelman Brewing Co. and In- 
dependent Milwaukee Brewery are 
the other two local breweries af- 
fected. 

A similar strike on the East 
Coast, which started a few days 
after the Milwaukee strike, also 
shut down Schlitz’ other brewing 
plant, in Brooklyn, and the Pabst 
plant in Newark. Pabst’s plant in 
Peoria, Ill., was not affected. 


@ The East Coast strike—which 
affected Ruppert, Rheingold, 


Schaefer, and other eastern brew- | 


eries—has been settled, and most 


| breweries affected expect to be in, 


operation next week. 

A was not able to get an ex- 
act estimate of how much beer 
Pabst produces in its Peoria plant, 
_but it is believed that the Newark 
‘and Peoria plants together pro- 
‘duce a little less than half of all 
Pabst beer. It is estimated that 
|Schlitz produces only about 10- 
12% of its total output in the 


Brooklyn plant. Hardest hit by the | 


strike were Blatz and Miller, which 
brew all their beer in Milwaukee. 

The strike was something of a 
bonanza for many small brewers. 
When Milwaukee-brewed draft 
beer became unavailable, tavern 
owners generally were only too 
happy to install a substitute brand 
to keep customers happy. 


s The month-old strike has not led 
to any curtailment in the adver- 
tising schedules of the big brew- 
eries so far, but no one in the 
industry knows what may happen 
next. 

“We haven’t crossed that bridge 


ager of one brewery, “but we are 
doing a lot of thinking about a 
lot of things.” 

Even an immediate settlement of 
the strike could affect advertising 
plans. If the stri! 


sults in a materia! increase in the | 


costs of beer production, one ad 
‘manager said his company would 
take a careful look at its advertis- 
ing budget. 


'@ Brewers are naturally reluctant 
to make any changes now in their 
long-term advertising commit- 
/ments. They don’t want to cancel 
a magazine ad or a TV show that 
is scheduled to appear in 60 to 90 
|days, because they feel that a 
quick end to the strike would find 
them badly in need of this adver- 
| tising. 

| If the strike lasts long enough 
| to “dry up” all the available beer 
| supplies, however, this would 
/mean a sharp drop in advertising 
juntil “the pipelines are filled 
again,” one brewer said, adding 
| that it might take months to refill 


» settlement re-. 


yet,” said the general sales man-| them. 
| 


FILM DEMONSTRATIONS COST ELGIN 1/20TH OF A CENT PER READER 


Elgin Ranks Theatre Screen Advertising 
as One of Their Best Ad Investments! 


Last year, the Elgin National Watch Co. 
showcased new watches to 20 million theatre- 
goers. Using thirteen 40-second, Alexander-pro- 
duced film commercials, the cost to Elgin was 
less than 1 /20th of a cent per person reached. 


Under a cooperative plan, 1,655 Elgin jewel- 
ers sponsored Elgin movies in their local thea- 
tres, paying local screening charges. (Cost per 
dealer averaged $2.95 per thousand readers. ) 


Mr. Gordon Howard, advertising manager 
of Elgin, reports: “For eight consecutive years, 
Alexander theatre screen advertising has ranked 
as One of our best advertising investments.” 


WHAT DOES MOVIE ADVERTISING COST? 


For manufacturers with large dealer organiza- 
tions Alexander Cooperative programs offer 
exceptional value. Generally, production cost of 
thirteen 40-second, color movie-ads runs about 
$6,000. Manufacturer’s overall cost, including 
every direct and indirect expense of the complete 
campaign, usuails comes to about $11,000.00 


Cost to the dealer for 13 full weeks of film 
advertising in a local theatre ordinarily is about 


the same as just one page in his local newspaper. 


WE DO THE LEG WORK 


Alexander’s national sales force, 150 strong, 
(plus an equal number from four other firms 
within the Association of Film Advertising 
Companies), merchandises the completed film 
campaign to your dealer organization. 


We can give you mass coverage—One spon- 
sor’s 1952 Alexander program reached a cir- 
culation exceeding one hundred million. 


Or class coverage—A specialty manufacturer 
who reaches only a million theatre-goers con- 
sistently renews because his Alexander movie- 
ad demonstrations have produced excellent sales 
results. 


ONLY THEATRE ADVERTISING GIVES YOU ALL THIS 


PICTURES ... ACTION... . COLOR... SOUND 
... EXCLUSIVE POSITION . . . BILLBOARD SIZE 
.. . RELAXED AUDIENCE . . . HIGH READER- 
SHIP .. . SELECTIVE COVERAGE .. . FLEXI- 
BILITY ... EASE OF USE... . and LOW COST. 


Want more facts? Write today for complete informa- 
tion. No obligation of course. 


Fic 


oy. ¥ 
Q. 


COLORADO SPRINGS, COLO. 
World’s Largest Producer of Film Commercials for Theatres & TV! 


a. eee NE RPO 


Advertising Age, June 15, 195? 


Life is read by more than half of all Americans over 10 years old 
every six weeks, according to Life’s new study of cumulative audi- 
Sinbbe. OF GMANMNTINNE FOGIO GAG TY soc occ ccdecs twee scvescccn Page 1 

/One of the most far-reaching studies of consumer motivation is 
being planned by a committee formed last fall. This was disclosed 
last week at the American Marketing Assn.’s conference in Mon- 
i vhs dia te Oe KRIS als dS baka Sia 6 Dee RK Gs Rue Page 1 

Differences between Canada and the U. S. are many and varied so 
far as marketers are concerned. Some of them were made clear in 
two stories from Canada last week on .............. 

Air conditioner sales are hot, and the hotter it gets the hotter will be 
their sales. Here’s an industry wrap-up .............. ++. age 2 

Agency working conditions on the West Coast (vacations, time off 


for sickness, bonus plans, etc.) are reported on ............ Page 14 
Want to buy a dog? If you buy an Apex washer, you get a pup for 
AE Oy eee ree ETT Tee ee CeCe CEE ERTS ec reer Page 24 


Thanks to Mr. Petrillo, you may be hearing more jingles on video. 
Compared with using live actors and vocalists, musicians have 
pecome 6 cheaper billy for TV TUES. 6c. .c ccc seccesasceses Page 46 

Craig Chambers, the Pittsburgh agency head, has discovered a way 
to help young ad students by helping his staff men get rid of some 


ee ere Page 52 
From AAA and AAW to SNPA and TAB, Apvertistnc AGE brings 
you up to date on the advertising alphabet ................ Page 62 


Here’s the interesting cost picture of a joint drive, that of General 


Dsies, PATO QE FIOM, 6c oe es eed dS Sess dscesereceen Page 72 
REGULAR FEATURES 

Advertising Market Place ....70 Mail Order Clinic ........... 59 
Along Media Path .......... 38 Merchandising Devices ...... 50 
Coming Conventions ........ 54 eee 36, 79 
Creative Man’s Corner ...... 60 Photographic Review ........ 56 
Department Store Sales ...... 69 rar 17 
iL Perrrerererrerrrr. 12 Rough Proofs ............... 12 
| Eye and Ear Dept. ........... 60 Salesense in Advertising ..... 60 
| Getting Personal ............ 26 Voice of the Advertiser ...... 64 
‘Information for Advertisers . .70 What They’re Saying ........ 12 
Looking at Retail Ads ....... 62 You Ought to Know ......... 81 


‘Cleveland Press’ Names 2 ger, a new post. A. L. Royer, for 

Arthur W. Ardizone, since 1950 the past few years with the Detroit 
general advertising manager for general advertising office of the 
the Cleveland Press, has been pro-|Scripps-Howard Newspapers, will 
moted to retail advertising mana-|succeed Mr. Ardizone. 


"This is the size we bey tn the ) 
Growing Greensboro Market!" 


BIG, ECONOMY-SIZE SALES come easier in the Growing 
Greensboro Market — food-buying bonanza of the South’s 
No. 1 State! ... Over 1/6 of North Carolina’s 4-million people 
buy their food in this major market — with 1952 grocery pur- 
chases hitting $129-million! .. . Likewise our folks buy 1/6 of 
the cars, furniture, drugs and general merchandise . . . The big- 
gest selling factor in this rich ABC trading area, is the 100,000 
daily circulation of the GREENSBORO NEWS & RECORD. 


Only medium with dominant coverage in the Greensboro 12-County 
_ ABC Market and selling influence in over half of North Carolina! 


| Sales Management Figures 


Greensboro — 


News and Record 
GREENSBORO, NORTH CAROLINA 6 — 
"Represented Nationally by Jann & Kelley, Inc. em i. 
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On March 8, 1914... the tiny ad above was run in the Herald 
Tribune by the W. Atlee Burpee Co.... pulled extremely 
favorable response. 


A few weeks ago—39 years later—the Burpee ad drew still an- 
other request for the free catalog! 


An advertisement tha* brings in a request after four decades 
makes a fascinating story! But current examples of the result- 
fulness of the Herald Tribune audience make equally interesting 
reading. Ask for the full story on the Herald Tribune Quality 
Market—the families who buy at all price levels... who buy 

: often... who buy Five Billion Dollars BIG! They mean sure sales 
for your products—today! 
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Herald Tribune families have 310,000 gardens 


Source. Herald Tribune Continuing Home Study 
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Proprietary Assn. Members Hear Cheery 
Words from Food & Drug and FTC Officials 


(Continued from Page 2) 
congressional intent with what 
they have assumed the law should 
mean,” he declared. 


8 Commissioner Crawford also 
pointed out that federal labeling 
and advertising restrictions, many 
of which were opposed when they 
were proposed, have turned out to 
benefit the proprietary business. 
“Fundamentally, I suppose it is 


because a requirement that is good 
enough to get enacted into law is 
generally something that the cus- 
tomers want, or is helpful to 
them,” he commented. “Labeling 
which does not over-sell the cus- 
tomer (with subsequent disap- 
pointment)—labeling which en- 
ables the customer to use a prod-_ 
uct safely and effectively—pro-| 
motes customer satisfaction. 

“We know that there are still 


REACHES ALL THE DEALERS | 


_ IN THE RICH, PROGRESSIVE UPPER-MIDWEST 
100% coverage at all 4,000 aggressive retail lumber, _ 


building material and coal 


dealers in 5 state area 


icial Lumberman’s Association Publications: 


(1) Northwestern—covers Minn., Wis., 
Dakota, (2) lowa—covers all of lowa. 
_1013 4TH AVE. SO., 


st. 


MINNEAPOLIS, MINN. 


|some who regard 


label warnings 
against misuse as a handicap to 
proprietary sales More and more, 
however, warnir are becoming 
accepted as a pa:. of the sales job 
—the job of pla: .ng fair with the 
customer. Our observations indi- 
cate the warnings against misuse 
actually engender confidence that 
a product can be used safely and 
effectively by following the direc- 


tions.” 


a In his address to the associa- 
tion, FTC Commissioner Carretta 
declared, “A review of the history 
of commission activities has con- 
vinced me that up to this date, the 
Federal Trade Commission has not 
assumed the role of the friendly 
policeman. Some of you may know 
that it has assumed the role of the 


policeman, and sometimes the role_ 
of the unfriendly policeman. For | 
the life of me, I cannot see why, | 
during the 38 years of its existence, | 


it has not acquired greater respect | 


from those over whom it was 
placed to advise, guide and in- 
form.” 

He asserted that there has been 
in the commission a tendency to 
lean toward “the letter of the 
law, rather than the spirit of the 
law.”’ He termed this an “ironical” 
development, because Congress in- 
tended the commission to “func- 
tion as a body of fact-finding ex- 
perts,” not as “judges applying a 
rigid code of prohibitions.” 


s “Because the commission must 
also perform the role of a police- 


/man,” said the commissioner, “any 


arbitrary action upon its part will 
not win friends or encourage re- 
spect in a mature and democratic 
society. 

“That is why I believe the Fed- 
eral Trade Commission should as- 
sume the role of a ‘friendly’ police- 
man, aiways reminding those sub 


o 


—_—_ 
mace 
roman et 
p\ 
Nite 


/ 


SOMEBODY’S GOT TO BE \FIRST 


More often than not the simplest and most 


successful selling ideas stem from modern design. 


That is why HOUSE & HoME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design, 


that is why... 


house+home 


IS READ BY THE BUILDERS 
OTHER BUILDERS FOLLOW 


Copyright, Time Inc., 1953 


of mar- 


TOM GIBBONS, formerly director 
keting for Caloric Stove Corp., Topton, 


Pa., has been named to direct all ad- 
vertising and sales promotion for Cole- 
man Co., Wichita maker of home air con- 
ditioning and heating equipment and gas- 
oline appliances. A. W. Boyer will be in 
charge of advertising and sales promotion 
of Coleman’s open market products. 


ject to its orders that whatever ac- 
| tion is taken by the commission is 


taken for the greatest good of the 


| greatest number.” 


'as Commissioner Carretta suggest- 
ed that if most business men were 


told that a particular practice is il- 
legal, they would refrain from it. 
Cease and desist orders, he added, 
still would be necessary in a mi- 
nority of cases. 

(The commissioner, an Arling- 
ton, Va., attorney, was appointed 
to the FTC last June. He was 
named to the Securities & Ex- 
change Commission in 1934 and 
during the war was with the Of- 
fice of Price Administration and 
the Navy renegotiation board. In 
his first FTC ruling last October, 
he was on the short end of a 3-to-2 
vote in which he took the position 
that “free” may be used in adver- 
tisements providing _ restricting 
conditions are clearly and conspic- 
uously set forth.) 

Touching upon activities of 
trade association members, Com- 
missioner Carretta told the con- 


|; vention, “In all conspiracy cases, 


it is my opinion that the commis- 
sion should require at least some 
scintilla of evidence, other than the 
mere fact that identical price 
changes were effected at the same 
time by competitors, before issu- 
ing cease and desist orders in such 
cases. ‘Guilt by association’ alone 
is something which I abhor. It is 


undemocratic and dangerous to our 
_ way of life.” 


Montreal Ad, Sales Men Elect 


R. S. White, director and sales 
promotion manager, Gazette Print- 
ing Co., has been elected president 
of the Advertising and Sales Ex- 
ecutives’ Club of Montreal. Other 
officers elected are Carl Dettman, 
eastern advertising manager, Read- 
er’s Digest Assn. (Canada) Ltd., 
Ist v.p.; William Saddler, sales 
manager, Shipping Containers 
Ltd., 2nd v.p., and G. H. Tessier, 
James Robertson Co., 3rd v.p. 


Baumgaertner Joins Jewell 


R. A. Baumgaertner, formerly 
associated with Northern Califor- 
nia agencies, has been named copy 
chief with Jewell Advertising 
Agency, Oakland, Cal. 


Superior Shirts 
Broadcloth-Oxford 


Five Dollars 


Keep 
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Comics magazines are 
virtually legal tender 

among their young 
enthusiastic readers. They 
are read and swapped... 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard ; 
at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off .. . plus! 


National 
Comics 
Group 2 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES . 
SAN FRANCISCO = PORTLAND ; 
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8 
FCC Deletes WGNB License 


The Federal Communications 
Commission has deleted the li- 


cense of WGNB, the FM station | foods, has named Stockton, West, | 
operated by WGN Inc., Chicago.| Burkhart Inc., Cincinnati, to han-_ 


Service on WGNB was eliminated 
May 23. The station went on the 
air originally Sept. 21, 1941. 


Chun King Names New Agency 
Chun King Sales Inc., Duluth 
processor of American-Oriental 


dle its account. The agency re- 
places Olmsted & Foley, Minne- 
apolis, which resigned the account. 


Automatic silk-screen equipment for speed 
and economy. Specialists in short run, 
large surface printing for outdoor ond in- 
door advertising. 


“4-COLOR SCREENOLITH 
PROCESS. 


SOL 


D COLOR PRINTING 


. 


1570 S$. FIRST ST., MILWAUKEE, WIS. 
OFFICES IN: New York ¢* Boston 
Pittsburgh ¢* Detroit © Chicago 
St. Louis * Dallas * Son Francisco 

Seattle * Portland 


NBP Votes Special Promotion Campaign 
as Result of ‘Vicious Mud Slinging’ 


(Continued from Page 1) 
gardless of their methods of circu- 
lation. 


® Henry C. Silldorf, chairman of 
the board of G. M. Basford Co., 
New York, the fourth largest ad- 


vertising agency in placement of 


business paper advertising, pre- 


|sented at the convention the first 
| three of a series of advertisements 
| which will be published over the 
‘signature of NBP. 


Mr. Silldorf explained that nev- 
er before has the Basford agency 
been welling to accept a publica- 
tion or a publishers’ association as 


_a client, but that he and his associ- 


ates feel that the “senseless con- 
troversy” which has been in prog- 
ress between paid and controlled 
circulation publishers should be 
ended by demonstrating that ad- 
vertisers and agencies purchase 


space in both types of publications 
on the basis of their advertising 
value, and without reference to 


Advertising Age, June 15, 1953 


Their statements voice their ap- 
proval of the NBP policy of bring- 
/ing both paid and controlled pub- 
lications into one organization, for 
the purpose of building improved 
values for both readers. and ad- 
| vertisers. 


the methods used in their circula- | 


tion. 


® The first three advertisements 
to be published, scheduled to ap- 
pear in July, August and Septem- 
ber, feature statements by (1) Ben 
C. Duffy, president of Batten, Bar- 
ton, Durstine & Osborn, the larg- 
est advertising agency in the 
placement of business paper space; 
(2) J. Stanford Smith, advertising 
and sales promotion manager of 
the apparatus department of Gen- 
eral Electric, the largest user of 
business paper space, and (3) Gene 
Wedereit, advertising manager of 
the Girdler Corp. and Tube Turns 
Inc., Leuisville, and president of 
the National Industrial Advertisers 
Assn. 


Meet LEONARD EVANS... 


Consultant on the Negro Market 


His services are available on a consultant 
basis to advertisers and agencies who 
are directing regional and national 
campaigns to the Negro market. 


His 18 years’ experience in marketing 
and advertising ranges from sales 
management to newspaper and magazine 
representation, agency partner, and 
account supervisor in an AAAA agency. 


He has had broad experience in 
creating advertising for Negroes through 
newspapers, magazines, radio, point of 
sale, outdoor and car cards—and in 
evaluating its effectiveness. 


Leonard Evans is particularly qualified 


to help you plan: 


Advertising Strategy based on a thorough knowledge 
of the social, economic, and psychological 
background of the Negro consumer. 


Distribution and Merchandising keyed (0 market 
conditions in the Negro community. 


Negro Media Selection ww/ich can produce effective 
results at low cost per market. 


LEONARD EVANS 
ASSOCIATES 


203 North Wabash Avenue 
Chicago 10, !Ilinois 
Telephone: FRanklin 2-6444 


\# G. Kenneth Thornton, president 


of Controlled Circulation Audit 
‘and advertising manager of the 
| Scovill Mfg. Co., explained to the 
convention the new form devél- 
oped for the purpose of auditing 
paid as well as controlled distribu- 
tion, and said that it will be used 
only when desired by publication 
members. 

He also invited comments on the 
question of changing the name of 
the organization to Business Pub- 
lications Audit Bureau. This name 
was provided for a year ago, and 
now that both types of circula- 
| tions will be audited the bureau is 
‘considering adopting the new 
name. 
| 
@ Mr. Wedereit was the luncheon 
speaker today, and he urged busi- 
ness publication publishers to 
maintain better contact with ad- 
vertisers through their editors, for 
the purpose of assuring authen- 
ticity in their articles. 

He also recommended that they 
undertake a broad program of 
studying the economics of engi- 
neering, for the purpose of ex- 
plaining the basic ideas back of the 
replacement of equipment and the 
modernization of industry. 

Tomorrow’s sessions will be de- 
voted largely to round table dis- 
cussions. 

On Saturday, W. W. Garth Jr., 
'president of Graphic Arts Re- 
|search Foundation, will describe 
a new photo type-composing ma- 
chine, and Otis A. Kendall, Rem- 
ington Rand, will discuss the use 
of tabulating machine equipment 
in servicing reader inquiries. 

The registration of 220 at the 
convention, a new high, was 
swelled by running a special Santa 
Fe train from Chicago. 


NAAN Members 
to Stress Selling to 
Clients During 1953 


COLORADO SPRINGS, June 11— 
Selling was the theme of the 22nd 
annual convention of the National 
Advertising Agency Network here 
this week. 

Because of the certainty of in- 
creased competition ahead for bus- 
iness, NAAN members agreed that 
agency service should lay _ in- 
creased emphasis on sales meet- 
ings, sales training and merchan- 
dising aids to salesmanship. 


#® Sidney Garfield, San Francisco, 
convention chairman, was elected 
to the steering committee of NAAN. 
Also elected to the committee 
was Don Foresman, Hazard Ad- 
vertising Agency, New York. Hen- 
ry Kaufman of Henry Kaufman & 
Associates, Washington, was re- 
elected chairman of the steering 
committee. 

Oakleigh R. French, head of 
Oakleigh R. French & Associates, 
St. Louis, remains as managing di- 
rector of the association, which has 
33 members. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 


read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00—it will soon save its cost. 


A BACON’S CLIPPING BUREAU 


| 343 So. Dearborn St., Chicago 4 
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NETWORK 


TELEVISION AND 
RADIO FOR $10,000? 


Too often in combinations of other media, 
the advertiser is actually wasting money. 
Duplicated circulation puts his message in 


the hands of customers who already know it. 


By their very nature this can’t be true of 
NBC Radio and Television. People don’t— 
usually can’t—look and listen tothem 


simultaneously. 


By using both NBC Radio and Television, 
you reach a larger unduplicated audience 


than with any other media combination. 


And you ean buy both for as little as $10,000 
for a basic 5-minute segment on both 
networks. Another NBC plan offers you 12 
radio commercials and 12 television 


commercials on outstanding shows for 


less than $100,000. 


Remember this: NBC Radio and Television 


combined reach virtually all of America. 


a service of Radio Corporation of America 
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. +. The complete SMI newspaper of FOOD TOPICS which you published 
and distributed daily to the many thousands of supermarket operators 
attending the sixteenth annual SMI convention in Cleveland last week was 
indeed an unusual and worthwhile accomplishment and contribution to 
the convention. It served a definite need and was greatly appreciated by 
those attending the convention. Many congratulations to you for a job 
well done. 


Ray E. Dillon, J. S. Dillon & Sons 
(Pres., S.M.1.) 


I read with much interest . . . served as a quick reminder of the highlights 
of the daily program. 


Wayne E. Brown, Big Bear Stores. Co., Columbus, Ohio 
(Treas., S.M.1.) 


Real service to SMI members . . . kept delegates informed as to detail 
within a great convention. 


Claude W. Edwards, Alpha Beta Food Markets, Inc. 
(Past Pres.,S.M.1.) 


FOOD TOPICS did an outstanding job in the journalistic field . . . the 
news was very complete, factual, interesting and invaluable ... FOOD 
TOPICS is to be complimented on this distinctive accomplishment. I feel 
sure everyone at the convention was appreciative of this fine service. 


S. N. Goldman, Standard-Humpty Dumpty Sup. Mkts. 
(Past Pres., S.M.1.) 


..~ I hasten to compliment you on this remarkable editorial service. 


Joe Mott, Mott’s Super Markets 
(1st V. P.,S.M.1.) 


... Your special daily SMI edition of FOOD TOPICS was a tribute to 
your ever-alert editorial policy. On the spot coverage and distribution of 
your special editions will long be remembered as one of the features of 
our 16th convention. 


M. W. Lurie, Wrigley Stores, Inc. 
(Secy., S.M.1.) 


FOOD TOPICS’ journalistic feat in presenting and distributing a com- 
plete newspaper at the 16th annual SMI convention is greatly appreciated 
by all... 


Sydney R. Rabb, Stop & Shop, Inc., Boston, Mass. 
(Past Pres., S.M.1.) 


Your coverage of the SMI convention was terrific, both from the stand- 
points of speed and thoroughness. 


Paul Metzger, Metzger’s Super Market, Inc. 
(Director, S.M.1.) 


We all thought the service was excellent. Even though we had all attended 
the daily lectures, this gave us a good, clear break-down of all the inter- 
esting events of the day. We all looked forward to our daily copy. I would 
like to personally compliment you on the contribution you made in the 
form of this daily message... 


Harry J. Klein, Klein Super Markets, Inc. 
(Director, S.M.I.) 


... I personally thought the daily publication of the current happenings 
at the convention was most worthwhile. I feel and I heard others express 
the same sentiments that this was a real contribution to an ever improving 
yearly event in our industry. I hope you will see fit to continue to render 
this service to supermarket operators in years to come... 


Henry J. Eavey, Henry J. Eavey, Inc. 
(Director, S.M.1.) 


... a remarkable accomplishment . . . to give us a daily newspaper at the 
SMI convention ... appreciated very much by the members. 


Stanton W. Davis, Brockton Public Mkts. Inc. 
(Director, S.M.1.) 


. . . Since SMI conventions have grown too large for any individual to 
keep up with everything, FOOD TOPICS rendered a very valuable infor- 
mation service with its “on the spot” happenings of the day publications. 


George W. Logan, Logan’s Super Mkts., Inc. 
(Director, S.M.1.) 
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‘Ehe decision to publish a daily newspaper covering 
the activities at this year’s SMI Cleveland convention was based 
on the belief that here was an open opportunity to be of service 
to the most important group of supermarket operators at the most 
important supermarketing event of the year. To accomplish our 
mission we pulled out all the stops — here is the story: 


The May 25th issue of FOOD TOPICS coincided with the 
convention. It was published in 
regular course, complete with 
pre-convention coverage (and 
also complete with advertising— 
the biggest in our history) but a 
week before the convention we 
moved our editorial and photo 
staff to Cleveland where on Sun- 
day — the opening day — all im- 
portant events and activities 
were covered. By that day FOOD 
TOPICS had 26 people stached in 
and around “The Auditorium”. 


Around 5 o’clock Monday morning trucks rolled out to all 22 hotels 
where the thousands of operators and manufacturers were regis- 
tered and to the Auditorium where the first breakfast meeting 
was scheduled. Overnight, supplementary pages had been pub- 
lished and added to the regular May 25th issue, giving up-to- 
the-minute convention news (Sunday’s). 


Completely away from our home base, we were in the daily news- 


paper business. The audience of 10,000 operators and manufac- 
turers was scattered all over Cleveland and its environs. Our sales 
staff took over the distribution problem — ran down hotel Super- 
intendents of Service, Bell Captains and in some cases the owners 
to get everything arranged for early morning “under the 
door” delivery. 


Altogether we published four issues in Cleveland ... each with a 
distribution of 10,000. All were 
delivered on time... between 
midnight and 7 a.m. each day... 
and each issue carefully reported 
the important events of the pre- 
vious day. We appreciated the 
chance to be of service to the SMI 
and its members in Cleveland. 


FOOD TOPICS is published for 
all large volume grocery oper- 
ators — supermarkets, chain and 
independent. It has the largest 
retail grocery circulation in the 
world and fortnightly FOOD TOPICS reaches the entire retail 
industry: wholesalers, brokers, voluntary and coop. groups, chains 
and independents. FOOD TOPICS and only FOOD TOPICS does 
an earth moving sales job in the retail grocery field. To sell this 
tremendous industry, climb aboard the FOOD TOPICS bull-dozer 
... the one publication big enough to do the job! 


The Nation’s Largest Retail Grocery Paper! 


FOOD TOPICS 


330 West 42nd Street, New York 36, N. Y. 
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The Overlap in Auditing Grows 


There is major significance in the move of Controlled Circulation 
Audit to provide audited figures showing a breakdown between paid 
and controlled circulation. And there is a challenge, too, to the Audit 
Bureau of Circulations in this move, although we are certain that 
no one connected with either CCA or ABC would admit it. 

For practical purposes and under present conditions, only business 
papers are affected, because only in the business paper field has 
there been a major development of “controlled” circulation publica- 
tions; that is, publications which are sent to selected lists of individ- 
uals without charge and without any intention of charging for the 
copies. But there are other areas in which the “paid” vs. “free’’ is- 
sue might sometime develop in importance, as it once threatened to 
do in the “shopping news’”’ field. 

In the business paper field, there are not only papers which are, 
for practical purposes, 100% “paid” (like Apvertisinc AGE), and pa- 
pers which are 100% “free.” There are a fair number of publica- 
tions which partake of both characteristics—with varying percentages 
of paid circulation supplemented by additional unpaid distribution. 

Many “paid” papers use samiple copies to a considerable extent, but 
no publication with less than 70% of its distribution net paid may 
be a member of the ABC after a certain “adjustment” period; and the 
ABC will not provide occupational or other breakdowns for the non- 
paid portion of any member’s circulation. It is simply listed, normally, 
as unpaid distribution without any indication of what kind of people 
get it. 

Until 1947, CCA would not admit any publication which had more 
than 50% paid circulation, and ABC would not admit any publication 
which had less than 50% paid. Thus the two organizations were 
mutually exclusive, and no overlap between them was possible. 

Since then, CCA has removed all percentage limitations on paid 
and will audit any publication which meets its other rules. This move 
meant that, for the first time, a publication might belong to both 
auditing groups at the same time, and simultaneously issue two dif- 
ferent verified circulation reports. ABC’s move in boosting the paid 
requirement from 50% to 70% was probably aimed at least in part 
at preventing such duplication, and of requiring business publica- 
tions to draw the line more clearly between “paid” and “controlled.” 
Recently, there have been reports that ABC may move the present 
70% paid requirement to 80%, or even higher. 

Heretofore, ABC has rigidly refused to audit unpaid circulation 
beyond the single step of determining whether these copies were 
actually printed and distributed. It remains to be seen whether ABC 
papers will consider CCA’s latest move important enough from a 
competitive standpoint to re-examine its position on this important 
issue. 


How the Mighty Have Fallen 


Nothing could have shocked us more profoundly than the report of 
the Diners’ Club, and its breakdown of types of spenders. The fact 
that agency account executives should be up near the front surprised 
us not one bit, but those advertising space salesmen! 

Who would believe that, on any list of lavish spenders, advertising 
space salesmen would take second place to anyone? And who, in 
particular, would believe that they would have to bow their heads 
in shame to such unglamorous characters as manufacturers’ repre- 
sentatives and wholesalers’ representatives? 

Even public relations men beat out the poor space salesmen, al- 
though it is to be assumed that the p.r. men were not spending the 
money on their customers, but on p.r. contacts. Whatever the reason 
for the decline and fall of space salesmen in this important category, 
we suggest that some organized effort be developed to change this 
sorry situation, and reinstate the advertising space salesman in the 
envious position he once held. 


What They're Saying 


Everybody’s Doing It 

For some inexplicable reason, 
when we think of selling we tend 
to think only of salesmen. But the 
fact is that there are few business 


ing, in varying degrees. 
those college professors who shud- 
der at “typical commercial exploit- 
ation” are not exactly untainted— 
we well remember a remark by 


activities that do not involve sell-| 
Even. 


Advertising Age, June 15, 1953 


Rough Proofs | 


| A promotion firm has developed 
a wonderful idea for brewers by 
/creating a brand called “300” for 
‘bowlers. Now if they can come up 
| with “Par” for a golfers’ beer and 
/another called ‘“Home-Run” for 
baseball fans, they’ll really be in 
business. 


The Diners’ Club, which handles 
charge accounts for patrons of 
restaurants, says the tabs turned 
in by agency account men easily 
top the list, but that can hardly be 
called news. 


New York City, which was look- 
ing around for new sources of rev- 
enue, has discovered $12,000,000 
it didn’t know it had. It was prob- 
ably tucked away in an old suit in 
an upstairs closet. 


* 
Publishers embarrassed by a 
typographical union strike in 


no adequate employe training plan. | 


Lack of supervisory training, in| 
particular, is crippling the postal | 
service where the effectiveness of | 
workers is directly related to the 
calibre of their supervisors. It is 
obviously no reflection on the rank 
and file of loyal devoted postal | 
‘employes if supervision is poorly 
equipped to manage. 

Secondly, personnel administra- | 


former Senator and Adman Bill tion is largely limited to routine 
Benton to the effect that he didn’t record-keeping which is not uni- 
make his first entrance into politics form or accurate, and receives 
when he entered the State Depart- completely inadequate direction or 
ment; he said he entered politics | coordination from Washington. 
when he left advertising to join |There are no apparent department- 


Washington nevertheless managed 
to come out. The typos may be 
teaching their customers how to 
get along without their services. 


NBC has made million-dollar 
advertisers a very generous offer. 
They can call up to discuss radio 
or TV, and reverse the charges. 
Maybe AT&T ought to get in the 
act by proposing to handle the 
whole deal for free. 


Book sellers, proposes J. R. Co- 
minskey, should enlarge their 
scope by selling tickets to musical 


politics involves persuasion. And 
persuasion involves selling! And 
selling involves bias! And bias and 
superlatives are blood brothers. So 
Mr. Professor—come off that high 
horse. 

The chemist, the engineer, and 
the multitude of other scientists 
are compelled to “stoop” to selling 
—both for funds for research and 
for funds to exploit their develop- 
ments. Indeed, the social scientists 
are today among our most able 
salesmen—and their claims for 
their science are not especially 
noted for understatement! 

In factories and in offices, in 
warehouses and at the corner drug 
store or gas station, just about 
everybody is selling something, 
some time, somehow. And when 
you sell you start with a bias. And 
when you're biased you not only 
exaggerate, you not only omit the 
undesirable, but you may even 
“manufacture” a talking point or 
two out of clear ozone. So the 
American public, 
indulgence, is pretty well accli- 
| mated to, and experienced in, the 
| wiles of advertising and selling. 
—Grey Matter, national advertisers 


Advertising Agency. 


|Postmaster’s Poser 

How would you like to run a 
business where the prices you 
charge and the salaries you pay are 
matters over which you had no 


‘control? That’s exactly the situa-| 


‘tion I am in, for the department 
|itself has little or no control over 
rates or salaries, to say nothing of 
free services performed for other 
agencies and subsidies. . . 

First, it will be hard for you 
men who know so well how sales 
training pays off, to realize that 
the Post Office Department, with 


‘its more than 500,000 employes, has | 


the faculty of a university! And) 


through §self- | 


edition, June 1, published by Grey 


wide employe relations policies or 
programs beyond those prescribed 
| by the Civil Service Commission. 

Thirdly, maintenance of good 
relations with the public has been 
woefully neglected. No consistent 
program has been followed where- 
by the people have been given full 
pprcnedequengeen on policies and proce- 
‘dures of the department. Numer-_| 
| ous policy changes and operating 
|improvements have been jeopard- 
|ized or have failed because they 
have not been properly explained 
to the affected major users of mail. 
Liaison with Congress and the 
various regulatory agencies con- 
trolling postal policies has also 
been most inadequate. 


We realize, too, that serious ir- 


events, promoting travel sales, dis- 
tributing films, staging art shows 
and operating Western Union 
branches. 

Never underestimate the power 
of a supermarket. 


President Eisenhower staged that 
very effective TV panel show with 
the’ expert assistance of a team 
from BBDO, but not a single client 
got a kind word during the entire 
program. 


“Need a woman?” asks a classi- 
fied advertiser in the world’s 
greatest advertising journal. 

Well, let’s have a few personal 
details first. 


regularities in some major post 


ale of postal employes. These ir- 


effect on the confidence of the 
public. It has, in fact, become a 
popular pastime over the country 
to exaggerate service lapses and 


ridicule the postal establishment. 


—Postmaster General Arthur E. Sum- 
merfield, speaking at the May 26 


of New York. 


Packaging Problem 

Complaints 
from food store and supermarket 
_managers that the introduction of 
‘soft goods merchandise has 
stepped up losses from shoplifting. 
One manager reports that of a line 
of women’s hosiery he sold 80 
pairs the first week and had 180 
pairs stolen. This heavy propor- 
tion of loss is by no means general, 
but it has led to the suggestion 
that manufacturers pack goods in 
boxes that cannot be slipped into 
purses. 

—Marketing, Toronto, May 26 issue. 


offices give evidence of the in-| 
creasing lack of managerial con- | campaign for burial vaults.” 
trol and further threaten the mor | 


| 
| 


meeting of the Sales Executives Club 


are being heard 


“Welbert explores consumer 
The big difficulty is that con- 


sumer resistance may be expected 


regularities, too, have an adverse | to remain constant. 


e 
| “Cohen & Miller will be respon- 
|sible for any loss incurred by any 
broadcaster, except those that have 
kicked Cohen & Miller in the teeth 
when they were down.” 

Just how many teeth do they 
have left? 


Sponsored television in Great 
Britain got quite a setback when 
newspapers over there discovered 
that some crass American adver- 
tisers had used undignified com- 
mercials during the coronation 
proceedings. 


Planning to push your big econ- 
omy size? Ted Evans, the world’s 
tallest man, will put his 9’3” frame 
to work for you for just $30,000 
}a year. 
| Copy Cus. 
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Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


the 5" Dimension 


GIVES YOUR ADVERTISING BUDGET EXTRA POWER IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER PHILADELPHIA MARKET 


POPULATION 


Philade} 


4,500 Phia area, over 


/000 Persons 


RETAIL saus | | 


MANUFACTURING 


Delaware Valley Is World’s 
Greatest Industrial Area 


Philadelphia area, over 
4 billion dollars yearly 


THE 


GROWTH CAPACITY AND POTENTIAL FOR DYNAMIC EXPANSION 


FACTOR 


By the first four factors, Delaware Valley 
measures up foday as a top-paying market 
for your advertising dollars! Here in the 
Valley, industry spends 1% billion dol- 
lars on expansion... 1% million fami- 
lies keep retail sales climbing. The indis- 
pensable “5th Dimension”—the Growth 
Factor—assures greater future advertising 
returns for less. For coverage of this whole 
booming area, hundreds of best-reward- 
ed advertisers turn month after month 
to THE PHILADELPHIA INQUIRER. 
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STABILITY 


Diversified 


ao always a Sure market 
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Che Philadelphia Mnguirer 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE 5S. DIX, 
Penobscot Bldg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 


Oe = 


iris hse Sele cr C a uae 3 u “ es, eo: fe SS Eran oe * Ket fom. oe = ae eh, 5 Re hie So Weak osts0 2 adie ioe IED helt Peo, ih a he i align, ae i Pie PETES oo Pa eee. eet eee og Ca Nees i, ae te ah Aare ee eae Yee 
es a Gone tae es A St i" beta ee pe Na aoe ie Ae eee Rhee Sor Mie ne Se eS . * & oe Perea gS BO, ee aaa erg a Rien’. vs =P er oe Feat See Se Slay 2 ego, PRR ie f ee nate eT Ee Aa eh ns ai ok ee eee Ue A Gas pe eee 
J ame te «dire eae ot ey 3 ad rma SOE ee er este st 2 aes pid Tepe a ea ae een Biss ys Sag eee tp gabe na aes Be. sate Bios iin te os age ‘gag sees cee ae Be i praia TERME ct ema Bae is hea pine ot glee LAY NC raves Shy Be aM a 
ge . a erag Same nes oad Be i GE aL Rae a aes pee shades See ieee Bele 24 5 aN ae Ok ae "Pee as oh Na Sariaiagee ener ens 2p seed PERS Ga tinge ny a eee acre S20 SI I a it Ee 2 TR Shs Shi, Baba in oa ap Se Aisa 0 A” Pe hk os ae Pa ts 
Paid Pe on see ie: ae ie : ‘ ee roe "ee <r: Ait Ses: a Bras re Boge eaten heey : te ; Je os ee a bs hs Ra a ee aod tae ee. eed, he Caen a 
se oe se 7 acspagee ae zm ecro ey Me re r * ne Sgt n ne pF Reg : Py : A ints ; eh iat ee oe a0) it mn se toa 4 Wise Ee Cy Set Se eee Bee 
ee OS nl Ss, Spee are Pipa tas PM see 5 eM eter ce ares bir ort iia bis ao, 2 mes, ; See ee ec eae ie Thgeie geet S, yey heh e 3 , é Sty agian Cm 
bere ee Cie ee EE BES Ae lala co oc, Lag Sea ers i. doeciatigies he Wee Shee aL op tgs eet Cenc? Sar a Bas eran es all 5 aaa a eS SEEM TRE cerns A RMR OR! Bo Ea ) le ee Nae ee “ Py balls oes a ee Hintwis” oC ie” hei Xie ae 7 cea Pere eee eb 
ae ™ 0) See tree See eRe eS, ie es 2 one yas, *) SOT a ty Foye z Pape geet I, SS hte ee ar rea aie LY gies ores a yaraie aes k Ss a wy ee SMe a = ot ee a ype ee aes ¢ Rm Nas ay Ae NON Rn ce Sy oe) eeMe eo ARR T ee Sy pe 
eck . es el ae ea 1 ve See 17 ae ete oe ae NL eae See Biase ie Oe ok ae : i ee aR ae : se Rat org Meer ae ge eee : heey a girs 6 Ok Coens Rie eS as Fe ae SR i tee Ea 
ears + ioe eareele a F. ees a a i asa cial alte # : 4 shy ; ENA Cs EES tgs ons ie AN a a ms toe ps a Be hee Wola ta be oe aes Cpe See 5 ats! fn aoe eg! hy ree ae owe Parte tt Rg be ea 
‘ cs eee ES ES — ie : : ; ae Pies ene : 4 os i Poe eae 
‘ " Ne agF eee 
_ . eae foi ot in = 5 —_ Soa 
‘ 
| } ee 
Messgiyia 
axa 
tere Ven ae 
{ Gi a 
- : af 
; aie ne) 
M ght ey 
- ee a Ge 
¥ va te ss ne, 
) : PY a piel a ak 
. t aes ght 
pa he oer 
CrP S| Slain 
ee he: is 
t pes yee 
Sas 
/ na 
J 1b (arent alee 
hd \ ha Eyal 
' re "bs Sa 
er : 
~ 
Eye : 
, ” 7 = 
) ‘ A 
Mh a ak 
F tn sg pia ee 
Ree A 
| Po | a a 
ia | ee es 
: y | ane oe 
’ = Ke ies i 
} , Ree aa 
. La a eS 
eT) Ds Le ee 
i a / ‘ aes ee 
/ . te j 
/ A foe 
P / 4 ea 
‘§ a ’ w) Pree : 
a ‘ E 2 TES aA 
} Pe j i hse | xn ek 
—_ 5 industry m 4 te, ‘wile 
1 Sci dieing 
t eady employment fewe yang ' ae, oe 
° ’ fl ; ‘ ig cca 
| vations ritluc- eaallag tay 
rce : Se: 
SW 4 Sees: ein, 
wis P PSR ee 
“ 6, Roe ao 
‘ 
| a ts f eee cunt 
A) 3 A ie a a1 
ghee stent 
sng ; i 
ead ; a sa 
fy _ P j oe 
eed 4 | i So, aa 
Ee : - he 
he 4 i i, Po PN 
id Me ; — ine | 
tae 3 m / mes 
bce : ~ etna 
ets j OS ae 
ee en: 
: ype 
% ae ot 
we a ' 
PAW ean xt 
oe Vad 
a I = an 
a a 
% Rey ats 
# J ‘ a 
$ 3 See aa 
A gi We els & 
de Si igeer > 
fe ‘ 
t 2 
iy : swims SX: 
lid aS ae 
Be ee 5 
+e eh 
‘ sole 
To 
ay 
H ens: 
ime. 
| = wey roe 
; counTy, ihe ae 
‘ bias 
Can Mat ri 
ee E 
Bical eo 
ee i 5 3 ‘ Bee ee: 
OPE Ya sna te Ska Sa z bs . ae a rrr arse oe Ph sche ae © ‘ nd pees * " u $ 3 * re, wie AE gh EE SA, me * x ‘ 5 * a as, | ¢ 24 F at a2 ee * aa we “, m ST gee et at 
Ses hed Patten fie eS ey Bo, Oe 5 a ae : ‘ oi " a Py : + "1g, : i . . : : : ; ¥s 43 + ais ae ia oe c r pa a 8 ee a ee Pocee 
a ete Ss Ye 7 Sg ed Ea Mae Nitin ea he ee sitet * wear os gies 3 +4 Phe Mae Dl aie ee: ae Oe bh cok a Be a ne Ree gaectegey oe GEN pike NE a Seas FES: Pe OTE SS DREN, AF waa St ale Vane? Pe tee ca RES 9 ae fo ea ct Uh Bee Aah cial ie Ae Make eS See oF he Ce 
aes aF) er Pn eda, 2 a 4 2 het & és rm a * ~ é 4. fart ae Tes SOR aie eee % ‘ = te? Hf ces 5 P= Tras oi Ns tiem a ety Os 2 bio te er ae ra Sets at (res : We Bee ee ata Tare One plies Pee 
Ak: ae ae fe aie | ? vo fed ate 2 eae Fi Py my : rs eh dé 2 x a . Seer = \ eere % Ca Ls. ¥ EP te Aw Ak =s. ty es ie. ¢ i oe HG, er ae | Pepe + ary : cY. roe Bees Ws; Tae Ee 


14 


West Coast Agencies’ 
Notions on Vacations 
et al. Differ Widely 


Los ANGELES, June 9—There are 
wide discrepancies in the way 
agencies in this part of the ceun- 
try handle vacations, holidays, 
sick time, bonuses, etc., according 
to a survey by the Southern Cali-| 
fornia Advertising Agencies Assn. | 
The report is based on responses. 
of 50 agencies. 

Vacations receive the most uni- 
form treatment. After six months 
of employment, 21 allow one week, | 
one allows three days. After a. 
year, 28 allow two weeks, seven. 
one week, one “when earned.” 
After two years, 15 allow two 
weeks, one allows two weeks plus| 
one week without pay, and one | 
gives three weeks. 

Only four or five close for other 
than recognized holidays, such as 
Lincoln’s or Washington’s birth- 
days. More than half close a half- 
day on the day before Christmas, 
two close all day and five work 
the full day. 


# If a holiday falls on a Saturday, 
31 do not close the preceding Fri- 
day, 10 do. If it falls on a Sunday, 
18 do not close the following Mon- 
day, 16 do and five say it depends. | 

Working hours vary greatly.| 
Some 12 agencies work from 9 to| 
5; 11 from 9 to 5:30; eight from| 
8:30 to 5; seven from 8:30 to 5:30 
and one from 8 to 5. Other agencies 
report work hours ranging from| 
8:45 to 5:15, either starting 15) 
minutes later or quitting 15 min- 
utes earlier. 

Forty agencies work Monday 
through Friday; two Monday 
through Saturday. 

Lunch hour gets the most flexi- 
ble handling. One hour is allowed 
by 35 agencies, a half-hour by 
five. But many of the respondents 
qualified their answer by saying 
rules are flexible for lunch periods, 
that they stagger their employes’ 
lunch times or that they close 
down entirely during that period. 


# The question of time off for 
sickness is treated in no special 
way by 20 agencies; 17 allow days 
off as necessary; two give one day 
per month and two allow five days 
per year. Two deduct time off for 
sickness; 39 do not. 

Twenty-five of the agencies give 
bonuses; nine do not. Of those giv- 


Ebony belongs in 
the picture of complete 
national magazine 


coverage! 
*your agency has the facts 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Il. 


New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 


ing bonuses, 19 give them at Christ-. 
mas, three on special occasions and. 
three quarterly. The bonuses are 
based on salary by ten, on a flat 
amount by eight and on length of 
employment by seven. 

Profit sharing plans are offered 
by 12; an incentive plan by 10. 
However, 29 that had no plans 
said they would be interested in 
knowing more about a _ profit 
sharing or incentive plan. 


‘Family Weekly’ Sets Rates 


Toronto Ad Women Elect 


Margaret Ball of McKim Adver- | 
tising has been elected president 
of the Women’s Advertising Club 
of Toronto. Mrs. Terry Duddridge, 
Canadian Bank of Commerce, has 
been elected v.p. 


Huber Heads I} 


Edward C. Hu 
moted to head tk 
distribution dep: 


-w Department Hotel Show to Smith, Rose 


r has been pro- The executive committee of the 
new advertising 1953 National Hotel Exposition has 
ment of Nation- appointed Smith, Rose & Co., New 
al Gypsum Co., |’ iffalo, under the York publicity consultant, and 
general supervi..on of Robert F. Koehl, Landis & Landan, New 
Quinn, manager of advertising York, to handle advertising for the 
services. Mr. Huber was manager show. The exposition will be held 
of the duplicating department,| Nov. 9-13 at the Kingsbridge Ar- 
which was merged with the adver- mory, New York. 


tising service department to form 
the new department. Werner Co. Names Gilbert 
R. D. Werner Co., New York, 


Family Weekly. New York, has /§ ers, extension ladders, step ladders 
set its b&w page rate at $2,300 and' and step stools, has appointed 
its four-color rate at $2,825, ac- Norman S. Gilbert merchandising 
cording to William H. Marriott, manager of a new department cre- 
publisher. The Sunday supple- ated to develop new markets and 
ment will guarantee 550,000 when special promotions on the com- 
it bows in 24 newspapers Sept. 13. pany’s consumer products. 


maker of aluminum clothes dry-. 


Advertising Age, June 15, 1953 


Snap Products Names Agency 


Snap Products Corp., Chicago 
maker of faucet seats and swivel 
washers, has named Saunders, 
Shrout & Associates, Chicago, to 
handle its advertising and sales 
promotional activities. Business 
publications, direct mail, newspa- 
|pers, trade shows, point of pur- 
chase displays and films will be 
used. 


‘Street & Finney Boosts 3 


Street & Finney, New York agen- 
cy, has made three executive ap- 
'pointments. Fred Hellar, treasurer, 
has been elected a director; Helen 
A. Thomas, radio time buyer, be- 
comes a v.p., and M. Connie Lar- 
rick has been advanced to maga- 
'zine and newspaper space buyer. 


Look at the (@i)...in action! 


ae 


1 The Speaker of the House dines 


* PaperEditors. For 30 years, editors of ABP papers have met regularly 
with leaders in government and business. These contacts, usually 
“off the record”, provide good background . . . help build the 
authority that readers expect from leading business papers . . . 
create an editorial environment in which advertising works better, 


*dozen specialized clinics in New York and Chicago have been 
sponsored by ABP in the past three years, to study “story archi- 
tecture”; effective handling of pictures and heads; factors that 
make reading easier; speedier. Purpose: to make good editorial 
material “come off the page” faster . . . to step up reader perform- 


ance. These meetings are 


5 


constructive selling . .. a 


Line Clubs in Cleveland, Chicago and New York are a quarter- 
century old. They work to build better salesmen, better selling 
—and better advertising in the business press. 


, nl ioe ™ 
George Dusenbury, Consultant, leads a seminar on editorial presentation. A 4 ABP’s National Circulation Roundtable kicks off “ABC Month” at its annual 
* Boss’ Day Luncheon. The Roundtable meets regularly, concentrates 


on building better and better circulation. Projects cover a wide 
range of problems, such as list building and maintenance, quality 
control, tested subscription letters, cost-saving fulfillment. All 
ABP papers are members of ABC, and much of the Roundtable 
effort is devoted to strengthening paid circulation—for the 


a 7 ‘ : * = 
The New York Dotted Line Ciub meets with the Chairman and President of 6 Another best-seller is added to ABP’s literature. A big slice of ABP’s 
* the AAAA. The purpose of meetings like this one is to develop more " 


with ABP’s National Conference of Business 2 Shop-talk at a Chicago editorial clinic. ABP editors get together several 

*times a year to discuss the everyday problems of putting out a 
good paper. They swap ideas and experience on such practical 
matters as reader research, personnel training, rewrite, front covers 
and covering industry conventions. Better readership stems from 
this “‘cross fertilization” . . . and so do better advertising results. 


; : 
j ~ 


immensely popular—and productive ) 
strongest possible ad-values. 


long range aim of ABP. The Dotted 


budget each year goes into how-to-do-it literature. A current best- 
seller is ““The Man in the Middle’, a series of folders specifically 
designed to benefit advertisers in merchandising papers. “Tell All”, 
“Copy that Clicks”, “Hit the Road”, “20 Points”, well-known 
to a generation of admen, still serve notably. They're all part of 
ABP’s continuing, conscientious effort to help advertisers use 


business papers more effectively. 
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Use of Premiums 
for Coffee and Tea 
Shows Gain in 1953 


NEw York, June 9—Premium 
promotions in the coffee and tea 
industry are moving toward larg- 
er budgets, both in amount and 
in proportion of gross sales in 1953, 
a survey by Coffee & Tea Indus- 
tries reveals. 

Premium offers, traditionally 
major merchandising factors in the 


industry, will reach a record level 


during 1953. 
In addition, the survey showed 
that kitchen items, totaling 64% 


of the offers, are the top premi-| 


ums offered by packers. House; Wine Importer Names Orr 


Precision Rolled to Collard 


furnishings are a poor second at 
15%. 

Self-liquidating premiums are 
used by 46% of the coffee and tea 
packers, with grocery stores form- 


ing the major points of distribu-| 
tion. A few packers use route de-) 


livery to get premiums to the con- 
sumer and others rely on mail 
shipment by premium suppliers, 


the survey showed. 


Read Drug Names Kaufman 
Read Drug & Chemical Co., 


Munson G. Shaw Co., New York 
importer of wine and spirits, has 
appointed Robert W. Orr & Asso- 
ciates, New York, to handle its ad- 
vertising. An expanded campaign, 
using national and local media, is 
planned. H. B. Humphrey, Alley 
& Richards, New York and Boston, 
'is the previous agency. 


Cincinnati Asks Education TV 


| The Greater Cincinnati Tele- 
| vision Educationa}) Foundation has 


made formal application to the. 


Federal Communications Commis- 


ne ‘Both Radio, Papers 
Precision Rolled Products, Bur- 
bank, Cal., maker of aluminum | Needed to Tap Full 


and a hag 3 a has 

nam ar ollar vertising | 

Agency, Los Angeles, to handle its Gr ocery Sales: BAB 

advertising. | New York, June 11—Supermar- 

-kets and other grocery stores, 

Weight Joins Art Staff which do not use both radio and 
Clarence Weight, formerly with | Newspapers, may lose 25% of their 

Remington Rand Inc., New York, potential sales. 

has joined the art staff of Beau-| This is the conclusion of the 

mont, Heller & Sperling, Reading, Broadcast Advertising Bureau fol- 

Pa., agency. ,lowing the completion of an Ad- 

vertising Research Bureau survey 

in 27 Kroger supermarkets in sev- 


Maryland drug chain, has ap- sion for use of Channel 48, to es- 
pointed Henry J. Kaufman & As- | tablish an educational TV station. 
sociates, Washington, to handle a Thirty representatives of schools 
special newspaper promotion of/|in the area have signed the appli- 


Burgess Battery to Kane 
Burgess Battery Co., Freeport, 


Ill., has named Kane Advertising, | 


Bloomington, IIl., to handle its ad- 


en cities. The survey called for the 
advertising of the same items in 
newspapers and radio at the same 


its prescription service. 


cation, 


vertising. time and for the same amount of 


7 Research rates high among ABP projects. Four readership studies by 
*the Advertising Research Foundation top the list. A new nation- 
wide dealer study—made in *52 to re-check findings of an earlier 
study—gives advertisers useful, unprejudiced data on who reads 
business papers, how and how much . . ..and what kind of copy 


pays off best. 


9. 


ABP’s Awards Presentation Luncheon sponsored by the Sales Executives Club 
of New York. The occasion marked the presentation of 1953 awards 
in ABP’s annual contest for the best advertising in merchandising 
papers. This competition, and the other for advertising in indus- 
trial papers, are a further ABP effort to stimulate the planning 
of resultful advertising. They spotlight business paper campaigns 
that get reader response. 


11 1422 Advertising Agencies now have ABP’s Certificate of Recommendation. 
*An important link in the chain of sound advertiser-agency- 
publisher relationships, ABP’s Agency Recommendation is based 

on an exacting yearly check of agencies’ independence and finan- 

cial stability. ABP has operated in this productive area of industry 


service since 1925. 


Now...more action than ever 
a 


THE ASSOCIATED BUSINESS PUBLICATIONS Founded 1916 205 East 42nd Street, New York 17, N.Y. + MUrray Hill 6-4980 


ABP has worked vigorously since 1916 to step up the performance of the 
business press. Today, ABP is more active than ever . . . doing more things 
than ever. This picture story highlights some of its cooperative efforts to 
build better values for business paper readers—and advertisers. 


All members of ABP are proud members of ABC 


8. 


10 University students hear a representative from the ABP Speakers Bureau. 
* In the past twelve months, 40 colleges have heard talks on business 
papers and effective business paper advertising. For years, ABP 

has sent speakers to schools of journalism, advertising and market- 

ing across the country. Many call this the Association's finest 
activity. 


12. 


ection . »» 


At long last, reports on who advertises in business papers ... and what they spend. 
Now, the Annual Study of Leading Business Paper Advertisers 
—another service of the ABP—parallels data on dollar expendi- 
tures in other media, furnished by Media Records, PIB and other 
reliable sources. Advertisers have long recognized the benefits to 
them of this kind of media data on ad-expenditures. 


Doing something about uniform practices. For years, there has been a 
real need for uniform business paper practices to make dealings 
easier between advertiser and publisher. Now, ABP is getting 
recommended standards are being set up for rate 
cards, contract forms, invoices, mechanical requirements and 


money. Interviewers in the stores 
questioned people, who bought the 
| test products, to see what had in- 
fluenced them to make the pur- 
| chase. 


|@ The BAB concluded that “60.1% 
| of customer traffic and 61.4% of 
\unit sales volume” were directly 
traceable to Kroger’s radio and 
|newspaper advertising. And that 
| “one out of every four customers 
and unit purchases could have 
been missed” if radio or newspa- 
pers had been left out of the ad- 
|vertising drive. Radio and news- 
|paper fared pretty evenly in the 
sales inducement sweepstakes. 

Less than 11% of the customers 
came in because they had both 
seen and heard the ads for the test 
products which were selected from 
Kroger brands to obtain controlled 
conditions unaffected by other ad- 
| vertising. 


Minnesota Packer to R&R 

_ Minnesota Consolidated Canner- 
ies, Minneapolis packer of Butter 
Kernel canned vegetables, has ap- 
pointed the Minneapolis office of 
Ruthrauff & Ryan to handle its 
advertising. Previously, Campbell- 
Mithun, Minneapolis, handled the 
account. 


Ross Roy Appoints Two 

Per O. Hogestad, formerly with 
Liller, Neal & Battle, Atlanta agen- 
cy, has been appointed art direc- 
tor with Ross Roy Inc., Detroit. 
Richard C. Page, previously in the 
photographic division of General 
Motors Corp., Detroit, has been 
named in a writer-contact capacity. 


Miss Givens to Kal, Ehrlich 

Alice Givens, previously copy 
chief of Harold M. Mitchell Ad- 
vertising Co., New York, has 
joined the copy staff of Kal, Ehr- 
lich & Merrick, Washington. 


Be 


PEPSODENT 
Chlorophyll Toothpaste’s 


consistent ads in 

The Beacon 
Journal are 
reaching... 


OF THE HOMES 


many other everyday operations involved in buying and using 


space. A basic part of this big job is ABP’s new Glossary of 


Business Paper Publishing terms. 


There’s no other 
medium or combi- 
nation of media 
that offers so much 
for so little. 


AM Sacon 


JOURNAL 
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dence, to handle its advertising. | 
The appointment follows a three- Ziv Appoints Goit 
month search for another agency. > 
Until March, Horton-Noyes had Look, has joined the New York | 1. Rizer Jr., Batten, Barton, Dur- 
represented the company for 35 sales staff of Ziv Television Pro- | Stine & Osborn, and Erma Jeanne 


years. 


Merriam to Horton-Noyes 

G. & C. Merriam Co., Springfield,| _ 4 ( : 
Mass., publisher of Merriam-Web- Clifford, Steers & Shenfield, New tor of the Minnea | /is Star & Trib- 
ster dictionaries, has again ap- York, for the past year and a half, une and editor o' ne newspaper’s | 
pointed Horton-Noyes Co., Provi- | has been promoted to space buyer.' Minnesota Poll, | 


-DCS&S Promotes Karlan Minnesota AMA Elects 
Arthur Karlan, with Doherty, Sidney Goldfis! research direc- 


as been elected | 
| president of the ] |.nnesota chapter | 
of the American Marketing Assn. | 
Charles W. Goit, formerly of Other officers elected are Robert | 


Berlin, Campbell-Mithun, v.p.s; 


grams. 
Luella Shadduck, secretary, and G. | 


B. Brown, Knox Reeves Advertis- 
ing, treasurer. 


St. Louis Ad Women Elect | 

Josephine Hickey, advertising 
director of C. V. Mosby Co., has 
been elected president of the Wom- | 
en’s Advertising Club of St. Louis. | 
Other officers elected are Mrs. 
Robert A. Willier, v.p.; Mrs. Elmer 
C. McCaddon, secretary, and Grace 
Stockhus, treasurer. 


Specify Bundscho 
and Be Certain 


Here Type Can Serve You 
= 


J. M. BUNDSCHO, INc., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


Ives Joins MacManus, John 
Richard G. Ives, formerly with 
Campbell-Ewald, has joined the 
copy staff of MacManus, John & 
Adams in the New York office. 
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Ye letterhead paper youll, find 


ma feces where decisions count/ 


COCKLETONE BOND 


In the offices of men who have 
helped create the world’s high- 
est standard of living you will 
find Cockletone Bond. These 
executives realize the impor- 
tance of selecting the correct 
letterhead to represent them. 
They find in this sparkling 
white paper all the qualities 


they look for in a letterhead— 
firm, “heavy” feel, crisp crackle 
and exceptional erasability. 
And, the cost of Cockletone 
Bond is surprisingly low. Why 
not investigate the advantages 
of appointing this quietly 
impressive letterhead paper as 
your business representative? 


You can obtain business printing on Hammermill papers 
wherever you see this shield on a printer's window. 
Let the Guild sign be your guide to printing satisfaction. 


i eeveeeees Wa 


L) 
SEND THIS COUPON for the FREE Cockletone Bond Portfolio. It BOXY 
contains a wide assortment of good, modern letterhead designs. a 
You'll find it helpful in improving or redesigning your present oo 
letterheads. We will also include a sample book of Cockletone Bond. x 


4 KN 9, 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


. Name 
ay; 4 Position 
A, 


° 


(Please write on, or attach to, your business letterhead.) AA-6-15 


SAMPLES FOR PATIENTS—Women patients in private hospitals will receive samples 

of cosmetics and toiletries like these in a ‘‘Beautility Kit’ to be distributed by the 

Guest Pac Corp. Each kit will contain about ten non-competing items. A million kits 
will be given out. 


1,000,000 Beauty 
Kits to Be Given 
Hospital Patients 


NEw York, June 9—A million 
samples of brand name cosmetics 
and toiletries will be distributed 
| to women patients in private hos- 
pitals during the next year by the 
Guest Pac Corp. About 25,000 
| “‘Beautility Kits,” as they are 
| called, will be distributed in east- 
ern hospitals this month to get the 
program started. 
| Each sample will carry about ten 
_non-competing items in a candy 
| box-size package. The boxes will 
| carry the imprint of the hospital, 
which will pay up to 13¢ per box. 
Manufacturers will pay $50 a 
_ thousand for inclusion of a prod- 
| uct. 

In each kit will be an illustrated 
booklet called “Look Better—Feel 
| Better.” Illustrated articles on 
general beauty care will stress the 
use and value of the samples. 
Manufacturers will get a page each 
'for ads about their products. 
| Guest Pac has already distrib- 
uted more than 20,000,000 ‘Guest 
Pacs” (to 800 hotels) and “Cam- 
pus Pacs” (to 20 colleges). 


Seely Changes Name, Agency 
| Seely Shoulder Shapes, formerly 
|Seely Shoulder Pad Corp., New 
York manufacturer of shoulder 
shapes for the ready-to-wear in- 
‘dustry, has appointed Ben Sack- 
heim Inc., New York, to direct ad- 
_vertising. Ritter, Sanford & Price 
\is the former agency of record. 
_Business publications and pattern 
| books will be used. 


Gladding Names New Agency 
| B. F. Gladding & Co., South Ot- 
selic, N. Y., manufacturer of fish- 
ing lines, has appointed Kiesewet- 
ter, Baker, Hagedorn & Smith, New 
York, to handle its advertising. A 
magazine campaign is being pre- 
pared. Anderson & Cairns, New 
York, is the previous agency of 
record. 


WHBQ Names John Blair 
WHBQ, the Mutual affiliate in 


| Memphis, has appointed John Blair 


& Co. as its national representative 
effective July 1. Weed & Co. for- 
'merly handled the radio station, 
which has a sister TV station under 
construction in preparation for a 
| fall opening. 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
mogeatces ublished 

fr out the country. 
Write for booklet ne 
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a Problem: How would you sell 
MM) © milling machines 
. on this spot? 


Not even a genius could sell milling machines in this weed-grown field! 
But that was a short time ago. Today, on this same spot, the spanking new plant 
shown below is turning out metalworking products in volume. Multiply this 
“quick change” by hundreds and you get some idea of what’s happening 
throughout Metalworking America. Every week new plants are springing up 

and an entirely new market is being created for your products and services. 

That’s why men sensitive to new market possibilities are raising their sales goals 
aimed at Metalworking. That’s why STEEL is carrying more advertising pages 
today than ever before. For STEEL... through its continuing census of 
Metalworking ... is the on/y publication which has succeeded in matching 
its circulation with Metalworking’s rapid growth. If you want to stake out a 


bigger claim in this dynamic market, talk to the man from STEEL. 


STEEL + Penton Building + Cleveland 13, Ohio 


FRAM Corporation’s new plant in Greenville, Ohio 


, —— = Car 


_ manage, operate and buy for the Metalworking industry 
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When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 
for over 55 years 

90 Fifth Ave., New York 11 


OR 5-3523 


"Mechanic Today’ to Bow 

Mechanic Today, a bi-monthly, 
will make its bow Sept. 14, ac- 
cording to A. R. Plaine and Math- 
ew Huttner, publishers, 444 Madi- 
6on Ave., New York. The guaran- 
tee has been set at 300,000 with a 
b&w page rate at $495. 


£ het 2 ee a ne OS a * Nickenig Joins Publisher 


The QUAD-CITIES 


No. 1 Radio Station. . -WHBF 


joins the nation’s 


No. 1 Radio Network . . CBS 


Effective July 1, 1953 
Leslie C. Johnson, V.P. and Gen. Mgr. 


WHB 


AM 
FM 
Vv 


F 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
"Represented by Avery-Knodel, fpc, 


men Elect 

stant produc- 
atten, Barton, 
“leveland, has 


Cleveland Ad W 


Virginia Hood, a 
tion manager with 
Durstine & Osborr 
been reelected p sident of the 
Cleveland Wome s Advertising 
/Club. Marion Pow '!!. associate ac- 
‘count executive, F ier & Smith & 
| Ross, was elected \.p. 


Charles F. Nickenig, formerly 
advertising and sales promotion 
manager for Graybar Electric Co. 
of Ohio, Cleveland, has joined the 
Cleveland office of American Ex- 
porter Publications as assistant to 
William H. Capelle, manager. 


Fink to Jatte Advertising 

Irving Fink, radio and television 
preduction director for KVOM, 
Minneapolis, the University of 
Minnesota station, has been named 
technical radio and TV director for 
Jaffe Advertising Agency, Minne- 
apolis. 


Condit Joins Ink Company 

E. J. Condit, technical gravure 
consultant, has joined the Ameri- 
can Printing Ink division of Sun 


Chemical Corp., New York. Mr. 
Condit will specialize in sales and 
service on gravure inks in the 
package printing field. 


Tubby Buys ‘Enterprise’ 

Roger W. Tubby, White House 
press secretary to former President 
Truman, has purchased the Ad- 
irondack Enterprise, Saranac Lake, 
N.Y., daily, with James Loeb Jr., 
previously executive secretary of 
the Americans for Democratic Ac- 
tion. 


Turner Smith Names Dowd 
Turner Smitn Co., New York 
pharmaceuticals manufacturer, has 
named Dowd, Redfield & John- 
stone, New York, and John C. 
Dowd Inc., Boston, to handle its 
advertising. In addition to the cur- 
rent radio campaign, a newspaper 
schedule is being prepared. 


Cook Named ‘News’ Ad Head 

Edward Cook has been named 
national advertising manager of 
the News, Charlotte, N. C. He suc- 
ceeds Warren A. Holloway, who 
has been named classified adver- 
tising manager of the New Orleans 
Item. 


= is 
: — : 
< 4 mye 


= ee 
oa 


Then, if the Nuit d'Amour doesn’t get him, try to look intelligent 


and say, ‘Solid Cincinnati reads The Cincinnati Enquirer’. . . 


NOW 
— 
DAILY 
ENQUIRER 
166,413 


Post 
146,400 


TES. 
STAR 
143,197 


1943 44 45 46 47 


Si adh 


Source’ A. B.C. Publishers’ Statements, Sept. 30 of cach year 


48 49 SO St 52 53 


any other Cincinnati daily. 


g9 


How’s this for allure? More and more national ad- 
vertisers are recognizing Cincinnati as a morning-news- 
paper town. Proof? More lines of national advertising 
are carried exclusively in the Daily Enquirer than in 
(Source Media Records) 


Represented by Moloney, Regan and Schmitt, Inc. 
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Want to Take Out 
Your Aggressions? 
Buy a Tiger Hunt 


BLOOMINGTON, ILL., June 9— 
“The plains are crawling with 
man-eating tigers,’ says the ad. 
And, in effect, that is the product 
the ad is trying to sell. 

Headed “Tiger Hunt in India,” 
the ad has appeared in outdoor 
magazines, offering an exotic hunt- 


HUNT in India 


Life will never be humdrum again 
when you can look back on the 
thrills of a tiger hunt. Up on 
Bhutan border in full sight of 
the Himalayan mountains, the 

~~ "" glains are crawling with man- 
eaiing tigers. Nothing can match the excitement of 
looking down 2 gun barre! into the bright green, 
venomous eyes of your tiger, for he is cunning. ewift 
fierce. enormous. All arrangements made for you, in- 
cluding air transpertation, equipment, elephant, 
mahout. «te. Hunts in the charge of Capt. Girsham, 
profecsional hunter. Many years experience. Return 
trip can be arranged to you circle the world at no 
ext; cost in our all-inclusive rate. Extremely reason- 
able. For full particulars write 


SCOTT HAYES, Hunter 
Box 17, Bloomington, Il. 
(Reference. Corn Belt Bank, Bloomington, 


Wm 


,ing trip to India with all the trap- 
| pings. The ad is placed by Biddle 
‘Co. for Scott Hayes, who designates 
‘himself “hunter.” 

| Mr. Hayes, now retired, is the 
founder of S. W. Hayes Hatcher- 
ies. Through consistent and ag- 
gressive advertising, Mr. Hayes 
managed to amass enough money 
to indulge in his favorite sport of 
hunting about 10 years ago. 


® His trips have taken him big- 
game hunting in Africa, on jaunts 
through British Columbia and an- 
telope hunting in the U.S. On his 
latest trip, into northern India, he 
met Capt. Girsham, a guide and 
hunter employed by several of the 
states and provinces in that part 
of Asia to eliminate rogue ele- 
phants and man-eating tigers when 
they are reported by harassed 
and still uneaten natives. 

The two men formed a business 
arrangement to guide parties to 
the Bhutan border in India to hunt 
tigers. The trip costs approximately 
$3,000 and the return trip can be 
made into a round-the-world voy- 
age at no extra cost. 

Biddle Co. says the ad “provided 
us with one of the most interesting 
subjects about which to write that 
we have had in many years.” 


WKNB, New Britain, Names 4 

Gustave Nathan, formerly sta- 
tion manager for WWCO, Water- 
bury, Conn., has been appointed 
radio sales manager for WKNB, 
New Britain, Conn. Tom Meade, 
previously with WHAY, Hartford, 
has been named to the TV sales 


staff. Jack Masla, formerly an 
account executive with Joseph 
Hershey McGillvra Inc., New 


York, radio and TV station rep- 
resentative, has been added to the 
TV sales department, and Jack J. 
Fox, film director, has been trans- 
ferred to the station’s sales de- 
partment. 


Shellmar to Continental Can 


Continental Can Co., New York, 
has bought the flexible packaging 
business of Shellmar Products 
Corp., Mt. Vernon, O., subject to 
the approval of Shellmar share- 
holders. The Self-Locking division 
of Shellmar, which makes molded 
cartons, is not included in the deal. 
The name of Shellmar Products 
Co. will be changed to Self-Lock- 
ing Carton Corp., and the Shell- 
mar name will be acquired by 
Continental. 


} 

'Rejoins Bozell & Jacobs 

| A.D. (Al) Reiwitch has rejoined 
Bozell & Jacobs after an absence 
of six years. He will be in charge 
of the home furnishings and drug 
products divisions in the Chicago 
office. 


| 
Dartmoor Press to Roberts 


The Dartmoor Press, Philadel- 
phia publisher of greeting cards, 
has appointed W. S. Roberts Inc., 
Philadelphia, to handle its adver- 
tising and merchandising. 
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Capital Appoints 2 A. E.s 


Capital Advertising, 
Mich., has named two new account 
executives. They are A. Mark Bat- 
taglia, previously with Brooke, 
Smith, French & Dorrance, De- 
troit, who will also be director of 
the production department, and 
Robert K. George, previously in 
public relations with Laughlin- 
Wilson-Baxter & Persons. Mr. 
George also will head the public 
relations department. 


Two Join Raf Advertising 


Bernard Reber, previously with 
J. M. Mathes Inc., has been named 
head of the copy department of Raf 
Advertising, New York. Richard 
M. Hager, previously with Ray | 
McCarthy Advertising Service, 
will select all media in addition to 
contact duties. 


Lansing, | 


Buffalo Sales Execs Elect 


Chester R. Hardt, v.p. of O-Cel- 
O Inc., Buffalo, has been elected 
president of the National Sales 


Executives of Buffalo. Other of- | 
formerly was publisher and editor 


ficers elected are Edward J. Eagan, 
president of S. J. Eagan Personnel 
Consulting Service, lst v.p.; Rob- 
ert E. Sommer, sales manager, 
Lawless Bros. 
2nd v.p.; Kenneth R. Reid, v.p., 
Buffalo Industrial Bank, treasurer, | 
and Arthur R. Nelson, division | 


service manager, New York Tele-| 


phone Co., secretary. 


Plans Kansas City TV Outlet 


KCMO Broadcasting Co., Kansas 
| City, Mo.,‘has received a construc- 
tion permit for a new v.h.f. tele- 


vision station. KCMO-TV expects 


to be on the air in about four 


| months. 


Container Corp.,) 


Two Join Standard Oil PR 


George Bechtel and Byron Rice 
have joined the public relations 
department of Standard Oil Co. 
(Indiana), Chicago. Mr. Bechtel 


of Publishers’ Auxiliary and be- 
comes senior writer in the depart- 
ment. Mr. Rice was editor of the 
oil page for the midwestern edi- 
tion of the Wall Street Journal. He 
becomes assistant press, radio and 
TV representative. 


Pilsener Brewing to Kroening 


Pilsener Brewing Co., Cleveland, 
has appointed Clifford A. Kroening 
to handle its advertising. Mr. 
Kroening succeeds Meldrum & 
Fewsmith, Cleveland, which he left 
in 1952 to conduct his own agency. 
He has moved his oftice to 2157 
Euclid Ave. 
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Signs Like These Sell 24 Hours a Day! 


Made in U.S. A. by Minnesota Mining & Mfg. Co., St. 
“Scotch” Sound Recording Tape, * 


Sensitive Tapes, * 


Ordinary signs 
LOAF ALL NIGHT! 


IIluminated signs 
COST ALL NIGHT! 


-. Reflectorized signs 
— SELL ALL NIGHT on 
BORROWED LIGHT! 


ent 


pee ke 


a MOTORS 


18 S.UMION ST. oe 


“FINCHER MOTORS 


18 S.UMION ST. 


You double the sell of your outdoor advertising signs with 
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See how “Scotchlite’”’ Sheeting re- 
MINIATURE roduces advertising messages ra 
SIGN FREE! 


ull-color brilliance day and night. 
Write today—no obligation, of course, 
MINNESOTA MINING & MFG, CO. Dept. AA63, St. Paul 6, Minn. 
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‘Underseal” Rubberized Coating, Sofety-Walk" Non-slip Surfacing, 
"3M" Abrasives, "3M" Adhesives. General Export; 122 E. 42nd St., New York 17,N.Y. In Canada: London, Ont., Can. 
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7 Rusco Contest Drive ‘Schirmer Appoints Connes Diamond Fibre E-osts Thomas Pilz Joins R. J. Potts, Calkins | Ad Council Gets Citation Join 
; _Keith Connes, formerly commer- Oian Ray Thom: . with the com- | Gene Pilz, formerly partner and The Advertising Men’s Post 209 I 
Fetes Instalment of cial copy chief for WQXR, New pany since 1941, 1as been pro- account executive of Arthur G./of the American Legion has pre- sale 
| York Times radio station, has been | moted to advertisi:. and sales pro- Rippey & Co., Denver, has joined sented the Advertising Council, tior 
10 000 000th Window appointed advertising manager of | motion manager © Continental- R. J. Potts, Calkins & Holden, New York, with a citation for its Los 
’ a |G. Schirmer Inc., New York, music | Diamond Fibre C:. Newark, Del.,| Kansas City, Mo. Mr. Pilz will) many services to the community reg 
CLEVELAND, June 9—F. C. Russell publisher and dealer. maker of electrica: insulation, lam- handle the Braniff International and “in particular for its ‘Religion Chi 

Co. is sparking a door-opener pro- | inated and molde: plastics. | Airways account. ‘in American Life’ program.” 
motion for Rusco metal windows Schwartz to Dant Distillery N Dr 
through a cooperatively sponsored; Irwin Schwartz has been ap-. Mrs. Parmenter Promoted Names Burlingame-Grossman Hoge Promotes Blau ‘ 
contest awarding $35,000 for blurbs | pointed assistant advertising and| Mrs. Mary Aldridge Parmenter, House of Williams, Chicago,| Barry Blau, formerly an account up 
to district winners, three autos | S#les promotion manager for Dant| traffic and media schedules man- | maker of athletic trophies, awards executive with Huber Hoge & the 
as grand prizes, and $250 to any Distillery & Distributing Corp. He | ager, has been promoted to media and jewelry, has appointed Bur- Sons, New York, has been ap- § ing 
will make his headquarters in New | director of Ben Sackheim Inc., | lingame-Grossman Advertising,| pointed media director ‘of the sal 


salesman providing entry blanks to 
winners in 70 dealer districts from | 
coast to coast. 
The contest celebrates the 10,- 
000,000th Rusco window, which 
this year was installed at the Base- 
ball Hall of Fame, Cooperstown, N. | 
Shelter and trade magazines are 
being used to announce the contest 
in which the participant completes 
in 60 words: “ I like Rusco combi- 
nation windows because——.” 


| 
s Rusco dealers in the U. S. put! 
up $750 each, $500 of which goes" 
to the area winner, the remainder 
to the lucky salesmen. The three) 
big winners—in eastern, western) 
and central areas—will get a 
Plymouth, Chevrolet or Ford. Rus-. 
co users and other householders | 
may enter the contest by phoning | 
or visiting a Rusco dealer or sales- | 
man. 

Paul C. McCormick, Rusco ad- 
vertising manager, said 1,000,000 
door hangers are spurring house- 
holders to get into the contest clos- 
ing July 31. The hanger face shows 
a car, labeled “free,” with the back | 
explaining how to get entry blanks. 


we The magazine schedule includes | 
American Magazine, American. 
Home, Better Homes & Gardens, 
House Beautiful, House & Garden | 
and Successful Farming. The trade | 
papers are in the hospital, insti-| 
tutional and hotel fields. 
Cooperative newspaper, radio 
and television advertising will pro- | 
mote the effort by districts. There 
are truck banners, transportation 
cards and point of sale materials. 
In Canada, the contest will vary 
in detail. 
The agency is Gibbons-O’Neill, 
Cleveland. 
Reuben H. Donnelley Co., Chi-| 
cago, will judge the entries. | 


Mooresville Names Tanner V. P. 


Ralph Tanner, coordinator of 
sales and advertising, has been | 
named a v.p. and director of) 
Mooresville Mills, Mooresville, 
N.C., producer of cotton and syn- | 
thetic fabrics. Mr. Tanner was at | 
one time account executive with | 
John A. Cairns & Co. (now Ander- 
son & Cairns), New York. | 


epresented nationally by 
- HEADLEY-REED TV 


York. 


New York. 


Chicago, to direct its advertising. | agency. 


Reprinted from Fortune, 
June, 1953 


If you had to begin again, would you become 
an employee or an independent business- 
man? This commencement address, of a 
kind you'll never hear delivered, weighs a 
young man’s chances and opportunities for 
getting ahead today. 


So You Want to Make Money 


by Gilbert Burck 


To the Class of 1953: This address 
is concerned with money. Specifically, 
it tries to answer what for many of 
you may be one of the most important 
questions of the year: How can I make 
a lot of money fast? 

The question is not raised frivo- 
lously. Money deserves consideration 
and understanding, for it suffers from an inferiority com- 
plex. It bears the burden of having been described by the 
world’s most venerated thinkers as the silencer of truth, 
the root of evil, and just plain pelf. That money deserves 
some of the odor it has acquired no one can deny. But too 
often overlooked is the fact that it has performed a multi- 
tude of essential and creative functions, even in the hands of 
ignoble men. Many of the robber barons of history, for ex- 
ample, acquired fortunes in the course of performing the 
vital economic function of forming capital—of taking money 
from consumption and funneling it into the means of pro- 
duction—and they probably exacted a less onerous commis- 
sion than those great capital formers of our time, the hier- 
archs of Soviet Russia. 

Today money is not merely the medium of exchange; it is 
the motive power behind a constantly rising average stand- 
ard of living simply because it still rewards those who con- 
tribute most to that rise. Only people who like to make and 
spend money can provide the foundation for an expanding 
economy. And there is nothing like a decent amount of 
money to enable the intellectually minded to enjoy fully the 
cultural glories of our civilization. 

But how much money is a lot of money? Let us define it 
as enough to permit you to spend it as you will without 
counting the cost too closely—assuming always that your 


family man who made $10,000 a year 
before the war would now need nearly 
$30,000 to maintain his prewar living 
standard; a man who made $15,000 
would need about $50,000; a man who 
made.$25,000 would need about $100,- 
000. What may also interest you, a 
‘ man who made $100,000 would now 
need about $1 million to stay where he was financially. 

Taxes and inflation are not the whole story. One of the 
least noticed phenomena of the economy is that the purchas- 
ing power of the dollar has not only declined but shifted 
greatly. What has happened is that the price of non-indus- 
trial labor has risen with the price of industrial labor, 
though its productivity has not. Thus you can buy more 
manufactured goods than a man with an equivalent income 
could years ago, but you cannot buy as much service as he 
could. And people with big incomes usually spend a large 
part of them, directly or indirectly, on services—on maids, 
plumbers, painters, carpenters, gardeners, waiters, door- 
men, editors, and others who get paid a lot more but produce 
no more than they did years ago. 

So a man who makes $50,000 a year, even though his buy- 
ing power is reckoned at the equivalent of $15,000 prewar, 
actually does not have the buying power that a man with 
$15,000 had a dozen years ago. That is one reason why he 
often finds himself unable to afford a relatively simple lux- 
ury like a twenty-five-foot Chris-Craft or a cottage at the 
lake or in the country. And that is why you have to set your 
sights high. If you really want big money, enough to spend 
without counting the cost too closely, you might well begin 
to think in terms of a very big income indeed. 


latent profligacy is tempered by a civilized sense of propor- - Zz 

tion. Even this modest definition means you must earn much QR. i= _ FY —_ v= | _— _ 
more money than you probably suppose. Do not let yourself = = Ie ? <ie | , a 
become enchanted, as so many are, by the fact that five-digit f ASS : rz <> -- 


incomes are very common. Taxes and inflation have robbed 
them of the meaning they had only a few years ago. A 
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Drawings by Lucille Corcos 
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Advertising Age, June 15, 1953 


Joins KEY-T, Santa Barbara 


109 R. Hill Carruth, formerly a. 
i sales executive with television sta- 
sil, tions WBKB, Chicago, and KTTV, 
ie Los aa, has eng’ er SEATTLE, June 9—Salmon can-| 
regional sales manager for -T, ners at last got under way last 
on Channel 3, Santa Barbara, Cal. | ook with a consumer promotion | 
Drug, F Chain Sales Up ‘program, their first in nearly 15 
. Food | years. 
Sales of chain drug stores were | 
nt up 0.4% in April compared with. = of gogep Se 
& the same month last year, accord-| venture for am industry thet, as a 
p- ing to Chain Store Age. Food chain Whole, lost money last year, and 
he sales for the same month rose 8.7% Where many individual firms have, 


over last year. |lost money for two years straight. | 


The promotion calls only for 
publicity at this time, but some 
proponents of advertising insisted 
last week that publicity alone can- 


not do the job, and that a major 


national consumer advertising 
campaign is in order. 

This viewpoint was expressed 
strongly to the industry by more 
than one of the four national ad- 


Salmon Canners Name Publicity Company; | 
Reject Agencies’ Suggestions to Advertise 


vertising agencies which lost out 
last week in the final competition 
for the salmon canners’ account. 

Dudley, Anderson & Yutzy, New 
York publicity firm, won the ac- 
count this week with a presenta- 
tion that calls for straight pub- 
licity. Dudley, Anderson does not 
handle advertising, although it 
does do publicity for accounts 
which also have an advertising 
agency. 


@ The four agencies which reached 


And how do you make that kind of mone 
many ways, but with a few exceptias ‘ 
two. One is to becomes 
and | 


see TS 


orves? i5 
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, the finals with Dudley, Anderson 
& Yutzy were Cole & Weber, Se- 
attle; McCann-Erickson, San Fran- 
cisco; Ruthrauff & Ryan, Seattle, 
and Young & Rubicam, San Fran- 
cisco. 

One of the agencies reported 
afterwards that “the industry is 
sending a small boy to do a man’s 
job. Publicity is a step in the right 
direction, but that’s all it is. Can- 
ners will have to come to an ad- 
vertising campaign.” 

Some salmon packers will read- 
ily concede that advertising is 
needed, but their view is clearly 
in the minority within a highly 
competitive and highly individual- 
istic industry. As annual reports 
issued in recent weeks have indi- 
cated, much of the industry ran 
well in the hole last year. The feel- 
ing is widespread among canners 
that the present publicity cam- 
paign, based on a levy of five cents 
a case, paid voluntarily, is the most 
‘that could be hoped for under 
present circumstances. 


®s The canners expect to raise 
$180,000 per year with this levy. 
Despite the fact that participa- 
tion is purely voluntary, more 
than 80% of the industry is ex- 
pected to take part. 

Back of the new promotion is the 
canners’ concern over the place of 
salmon in the consumer’s food 
budget and planning. For 10 years 
the size of salmon runs has been 
declining while output of tuna— 
a product that oldtime salmon 
packers scoff at—has been grow- 
\ing steadily. The new promotion 
will be educational in nature and 
will be designed to tell the con- 
sumer how to prepare and serve 
‘salmon, how economical it is, etc. 


Regal Brewing Backs ‘Frolics’ 


Regal-Amber Brewing Co., San 
Francisco, has signed to sponsor 
“Frosty Frolics,’”’ TV ice show fea- 
‘turing skating stars, on eight west- 
/ern stations. Guild, Bascom & Bon- 
figli, San Francisco, is the agency. 


_Auto-Lite Boosts O'Loughlin 


L. B. O’Loughlin, assistant sales 
|/manager, has been promoted to 
|sales manager of the spark plug 
| division, formerly the merchandis- 
|ing division, of Electric Auto-Lite 
Co., Toledo. 


Lund Elected Club Head 


Harold C. Lund, general man- 
ager of WDTV, Pittsburgh, has 
been elected president of the Pitts- 
burgh Radio & Television Club. 


CHESTERFIELD 


CIGARETTES’ 


consistent ads in 
The Beacon Journal 
are reaching .. . 


99,57 


OF THE HOMES 


There’s no other 


medium or combi- "ia 
nation of media 
that offers so much 
for so little. sas 
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“How Ameria’ s. ie J News i Magazine | gives a 


“TOP SELLING STRENGTH =~ 
“IN YOUR. “BEST CUSTOMER” CIRCLES 


Americas 


a » 
age plus top: preference. It-group after group of “best customer” ul r 
- markets, “U.S, News @¢ World Report” consistently combines > } 
concentrated ° coverage with the top: preference ranking of any Be 


> magazine in the news amd management field. _ 


: Selling srrenglie’ is a Sy a two, eg ee Pehicent cover- 


ae a 


aa Pre: “best customer: gp) al 6 Here is how 


SUCCESSFUL BUSINESSMEN U.S. News ¢ World Report” 


Heads of 109 leading national advertisers: 


All US, named imabed@oh “Who'e NVho in. ‘ is judged as a news 
Commerce && Industry”! RR 05 ge hs ; ; 
" ; magazine by the news 
MEN WHO KNOW NEWS VALUES tt* ae 
enim of ail US. dailies ia cities of 25.000 and! WR xp erts themselves. 
_ MEMBERS OF THE RATIONAL INDUSTRIAL : It’s revealed in an 
| ‘Busines and indlestrial Wldticns listed i int oe 1952 Roster. eS ate A pril, 1953, poll of the 
MEN WITH AMERICAS MOST = —it«s o 764 editors of all 
AGGRESSIVE: COMPANIES pie ts re ‘ U. S. dailies in cities of 


"THE NATION'S RAILROAD MEN Bae a aalten OF OTE, as 
nt _ Administratives traffic, and os: officials of Class I Railroads ' a tabulated by Benson & 
MEN wHo KNOW: MARKETS: ee er om Benson, Princeton, N. J. 


Heads of advertising oe slg ve mure Hee $1 alleen. F 


MEN IN THE BANKING SUSINESS "3 
Heads of the 300 Targest commercial parks" in the 
1952 Polks Bank Diréctory” | 


MEN IN THE LIFE INSURANCE BUSINESS | ac 
‘Life i insurance officials listed inv the 1992 rons Bank Directory 


MEN IN THE GOVERNMENT © Ripete om fe ats es re 
The Congrestonas Directory of Official Washingion ve easy 


MEN WHO DIRECT THE NATION’S LABOR UNIONS 


Heads of all urdotis listed in “Directory-of Labor Unions” . | : NOW MORE TH AN 600,000 NE 


*_ Remember: these are “best Gistomers” for quality’. : | 
consumer pablus, (om~highincome families. 80% of not duplicated by any other news Jor ? 
“U. 8. News Se-¥orld Report” subscriptions are mailed $e 

to the home where wanien tread it; too — 600,000 strong, 

out of the total readership of 1,500,000 weekly. 


Most useit to the people you, sell... therefore most useful tofyo 
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DOB NET PAID CIRCULATION... « market 


ws gor management MALZAZINE, 


to#you 


ewspaper Editors 
§ Class News Magazine Tops! 


First in 


USEFULNESS 


“Which magazine 
do you find most useful 


im your work?” 


First in 


CONFIDENCE 


“In which magazine 
do you have the 
most confidence?” 


“U.S. NEWS & WORLD REPORT” 


62.0% 


58.3% 


TIME 


17.4% 


6.6% 


NEWSWEEK 


13.4% 


19.1% 


BUSINESS WEEK 


5.4% 


7.4% 


FORTUNE 


1 8% 


7.4% 


NATION’S BUSINESS 


as an advertiser 


1.2% 


For the complete research 


reports on the studies 
listed here, or for any 
other information, 
call or write any of our 
advertising offices: 
30 Rockefeller Plaza, 


New York 20, N. Y.; Boston, 


Philadelphia, Detroit, 
Cleveland, Chicago, 


St. Louis, San Francisco, 


Washington 
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MOST VALUABLE 
EXPERIENCE is tnar 


WHICH ONE RECEIVES FROM HIMSELF 


There isn't much we're missing... 


and it's all yours. Learn how youcan | 


JAY P, profit byit...send for free samples. 


WA L K advertising typography 
11 £. HUBBARD ST., CHICAGO 11 © MO 4-6134 


‘Statesville Record’ Expands ~ 


The Statesville Daily, Statesville, 
N.C., has suspended publication 


N. Y. Sales Managers Elect 


Robert A. Lawder of Minneapo- | 


lis-Honeywell Regulator Co. has 


Advertising Age, June 15, 1953 


‘Advertising in the Test Stage... 


following its sale by Pegram A. been elected pres dent of the New| Apex Offer: 


Bryant to the Statesville Record,| York Sales Managers Club. Other | 


also an afternoon daily. The Rec-| 
ord will take over the Daily’s 
equipment and publish a larger 


newspaper. 


a 
s 


(NOL YINIAI LA 70S 


230 E. Ohio St. * Chicago 11, Ill. 


D. Key to the Sportsman Ma 


Hunting @& Fishing reaches the men who 
want to buy... and CAN! Plan now. Rely 
on Hunting & Fishing’s greater Market 
Strength. 


Write for Man Market Data Folder. 


a 


oi 
sass of 


rket 


officers elected are H. David Ward, 


Scovill Mfg. Co., v.p.; J. William) 


Johnson, Dennison Mfg. Co., sec- 
retary; G. Lloyd King, treasurer, 
and M. Desmond Carlon, Simplex 
Paperbox Co., assistant secretary. 


Alber Promotes Windt 


Robert S. Windt, who has han- 
dled the Allen B. DuMont Labora- 
tories account for David O. Alber 
Associates, New York, for several 
years, has been named v.p. in 
charge of the industrial division of 


}|the public relations company. 


Agency Marks 30th Year 
Mervin & Jesse Levine Inc., New 
York, celebrated 30 years in ad- 
vertising with the opening of new 
offices on Tuesday, June 9. 


Joins Olian Advertising 
Florence Treadway, formerly 
with Wohl Shoe Co., St. Louis, has 
been appointed comptroller with 
Olian Advertising Co., St. Louis. 


| 


Buy a Washer, 
and Get a Pup 


CLEVELAND, June 9—Whether or 
not the offer of free cocker spaniel 
| puppies can sell automatic wash- 
ers is being tried out in the Cleve- 
land area. If the test proves suc- 
cessful, the program will be ex- 
panded to other parts of the coun- 
try. 

Sponsor of the new merchandis- 
ing idea is Apex Electrical Mfg. 
Co., maker of Apex cleaners, wash- 
ers and ironers. The plan delivers 
a pedigreed Cocker puppy to all 
purchasers of an Apex Wash-A- 
Matic automatic washer, or auto- 
matic gas or electric dryer. 

Purchasers are given certificates 


with which they may select the 


Y 


| MMMAMMM@MM@q@q@q@q@qMWW@W@@]@]@]@]@| MMW@WM@@W@€@©@{éae/ 


Westing 


elecomes 


house 


the first name in radio 


Philadelphia’s first TV station 


NBC-TV affiliate 


Philadelphia's first television station is now a unit of the group 


that originated the broadcasting 


Stations, Inc. 


industry.. Westinghouse Radio 


Separately, KYW and WPTZ have won the friendship of an 


audience of millions in the greater Philadelphia metropolitan area. 


Together they can do still more to bring to this audience the very 


best in entertainment and information. . and to bring to advertisers 


a new high in eye-and-ear coverage of the Philadelphia area! 


© 


WBZ + WBZA> KYW» KDKA* WOWO * KEX* W3Z-TV > WPTZ 


National Representatives, Free and Peters, exce>t for TV; 
for the television stations NBC Spot Sa'<s 


\\ 


AM WW 


puppy of their choice at a local pet 
shop. The promotion, conceived 
by Harry G. McDavitt, advertis- 
‘ing and sales promotion director, 
continues to June 30. 


# Giving support in northern Ohio 
is the company’s regular weekly 
television program, broadcast 
Thursdays at 9:30 p.m. over 
WNBK, Cleveland. 

While not all Cleveland area dis- 
tributors are giving window space 
to actual live puppy exhibits, ef- 
fective point of sale displays sub- 
stitute in cases where puppies can- 
not be accommodated. 

Meldrum & Fewsmith, Cleveland, 
is the Apex agency. 


BURLINGTON AWAITS 
REPORTS FROM GIMBELS 


PHILADELPHIA, June 9—Burling- 
ton Mills Corp. is planning a na- 
tional advertising and promotion 
campaign to promote 26 of its en- 
gineered synthetic fabrics. 

Kenneth Collins, v.p. in charge 
of advertising and sales promotion 
for Burlington, told ADVERTISING 
AcE that the scope of the campaign 
will depend on how successful a 
test merchandising promotion is at 
the Gimbels store here. 

Gimbels is showing garments 
made from Burlington synthetic 
fabrics in four of its departments 
and is demonstrating its wearabil- 
ity and washability by actually 
laundering everything from men’s 
suits to children’s play suits in 
those departments. 


ws He said the campaign, which 
will be completely separate from 
Burlington’s current national con- 
sumer ad drive, will be built 
around the final use of its fabrics 
and will be directed at selling con- 
sumers on end-use products. 

Burlington plans to borrow the 
Gimbels theme of “Beauty Plus” 
for its ad drive and for its pack- 
age merchandising promotion plans 
for key department stores in other 
major markets around the coun- 
try. 

Donahue & Coe, New York, the 
Burlington agency, will handle the 
drive. 


HOLIDAY TRIES SAMPLES 


PHILADELPHIA, June 9—Holiday 
Frosted Food Co. has launched a 
controlled sampling campaign 
throughout this area to promote its 
Holiday buttered beef steaks. Ad- 
vertising is handled by Weightman 
Inc. 

The initial campaign, featuring 
letters with coupons attached, is 
directed at brides-to-be. Coupons 
are redeemable at grocery stores 
for a full-size ‘‘4-serving” pack- 
age of the steaks, absolutely free 
of charge. The letter says the cou- 
pon is a pre-wedding present. 

Backing up the present campaign 
is a series of spot radio and televi- 
sion announcements, daily. 

Plans are to send similar letters 
to registered nurses, dentists and 
those in other professions and 
trades in the future. About 5,000 
letters are being sent out in the 
initial segment of the drive, with 
names derived from daily newspa- 
per listings of marriage licenses is- 
sued in the Philadelphia, Wilming- 
ton, Allentown and Reading areas. 


| 


| 
| 
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Breskin Promotes Two 


Philip W. Muller, with the com- 
pany since 1947, has been promoted 
to advertising manager of Breskin 
Publications, New York (Modern 
Packaging and Modern Plastics). 
Theodore B. Breskin, assistant to 
the publisher, has been advanced 
to assistant v.p. 


Nuodex Promotes Burns 


Edgar V. Burns, assistant to the 
advertising manager, has been pro- 
moted to promotion manager of 
Nuodex Products Co., Elizabeth, 
N.J., maker of special purpose in- 
dustrial chemicals. Mr. Burns 
joined the company in 1948. 
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Krom A to Z..from Abalone to Zucchini... 


its Western foods exclusively 


ifl.... 


ERE IN THE WEST we have our own rather special 
H culinary customs—and baffle Easterners with such 
items as enchiladas and Dungeness crab. 

No question about it, the West dines differently — 
indoors and out—a fact amply evidenced by the several 
hundred thousand copies of Sunset cook books now in 
use ... cook books which, like the food pages of Sunset 
Magazine, itself, are edited with that Western difference 
strictly in mind. 

For Sunset is not concerned with either the menus 
or manners of living east of the Great Divide. Sunset 
is devoted —wholly, exclusively, and everlastingly — 
to the way life is lived in the West, to the kind of foods, 
travel, gardening and homes Westerners like. Sunset 
Magazine prints articles on no other subject. 


Thus, in Sunset’s fifty-five years of publication, it 
has naturally become the standard reference for all 
phases of Western life—in more than 550,000 Western 
homes. 

Preparing a meal? Planning a trip? Building a 
house? Furnishing a home? Planting a garden? Sunset’s 
editorial pages tell exactly how-to-do-it. 

And Sunset’s advertising pages tell exactly what-to- 
do-it-with. The combination is a happy one... for 
Sunset readers and Sunset advertisers, alike. 


LANE PUBLISHING 


June issue now at 
your newsstand 20¢ 


COMPANY 


Publishers of SUNSET MaGaziNneE and SUNSET Books 
Menlo Park, California 


Sunset’s administrative and main edi- & { J; 
torial offices—at Menlo Park,California ‘Wi: 
—a place to work, of course, but also ; 
a place to get more enjoyment from 
Western Living. You are cordially in- 
vited to visit Sunset’s publishing home 
on any week-day. 


JUNE 1953 * 


THE MAGAZINE 


as 
ED 


20 CENTS 


or WESTERN LIVING 


Sumer TODAY ASIN 1945 _ 
T 7 4 T r 575,000 
}———. (Based ee omnes rene : on 1945 1952 
( on eau irculation s . 
—and publisher's estimated overage hat canine 1953.) a 
~A— 525,000 
yy, 475,000 
F 450,000 
A 425,000 
SUNSET editorial articles serve 400,000 
the nation's fastest growing mar- 
ket. As a result, Sunset, itself, is 375,000 
growing. But more particularly, 
Sunset is adding readers —men a 
and women—because of its ex- 325,000 
4 clusively Western editorial policy. 
7 Today, SUNSET’S circulation is 300,000 
Pa one of the largest of all magazines 275,000 
. in the West and Hawaii, 
| 250,000 
a. | | | 225,000 
1945 1946 1947 1948 1949 1950 1951 1952 1953(EST.) 
L December 31 June 7a 
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INCREASE 


of The Elks Magazine 
in 1952 over 1951 


general groups 


aly 
“by, 


MAGAZINE 


New York ¢ Chicago ¢ Detroit ¢ Los Angeles 


is GREATER 
than any of the 11 other 
LEADING 
MONTHLY 
MAGAZINES 


in the fraternal, outdoor and 


_KXOC May Drop CBS Ties 


KXOC, Chico, Cal., recently | 
granted a power increase by the. 
FCC from 5,000 ‘o 10,000 watts, | 
|/may drop its affiiation with CBS | 
|Radio. The net ork claims tne | 
/power increase wi!! overlap with | 
'KCBS, San Francisco outlet, and | 
(officials have refused to finalize 
renewal of KXOC'’s contract, which | 
ends in August Lincoln Dellar, | 
owner of the Chico station, has 
|stated he will drop the CBS affili- 
ation rather than give up the pow- 
er increase. 


| Three Join Gumbinner 


William J. Schenck, formerly as- 
|sociate production manager of 
|Hanly, Hicks & Montgomery, and 
| William M. Cairns, previously in 
the traffic and production depart- 
ment of Grey Advertising, have 
joined Lawrence C. Gumbinner 
Advertising, New York, in similar 
capacities. Robert T. Kempton, for- 
merly with Abbott Kimball Co., 
has joined the Gumbinner agency 
as art department business manag- 
| er. 


Hamilton, Ont., Admen Elect 


| H. Graham Scaife, director of 
Russell T. Kelley Ltd., has been 
‘elected president of the Advertis- 

ing & Sales Club of Hamilton, Ont. 

Other officers elected are J. Frank 
| Stephenson, assistant general man- 
/ager, Kraft Containers Ltd., v.p.; 
Harold E. Dennison, executive v.p., 
|Russell T. Kelley Ltd., reelected 
secretary, and James_ Brechin, 
|branch manager of Associated 
| Medical Services, treasurer. 


Joins ‘Variety Merchandiser’ 


John M. Hard, formerly on the 
New York advertising sales staff 
of Dun’s International, has joined 
the advertising sales staff of 
Variety Store Merchandiser, New 
York. He succeeds John Quillman, 
who will be transferred to the 
_publication’s Cleveland territory. 


Things have changed 
in ARKANSAS, too! 


Things have changed plenty, in Arkansas, since 
Bob Burns introduced the bazooka! In the last 
ten years, the state has made tremendous indus- 
trial and agricultural strides. For instance, 
Retail Sales have increased 251.7% *! 


There’s a big new radio value to deliver the new 
Arkansas, too — 50,000-watt KTHS in Little 
‘ae Rock. Formerly located at Hot Springs with 
: 10,000 watts, KTHS is now CBS —is now the 
only Class 1-B Clear Channel station in Arkan- 
sas. It gives primary daytime coverage** of 
1,002,758 people — more than 100,000 of whom 
do not receive primary daytime coverage from 
any other station. Interference-free daytime 
coverage} adds another 2,369,675 people, in- 
cludes practically all of Arkansas. 


Ask your Branham man for excellent “early- 
bird” opportunities now available! 


*Sales Management figures. 
** Half millivolt 
+One-tenth millivolt 


50,000 Watts « « + CBS Radio 


Represented by The Branham Co. 
Under Same Management As KWKH, Shreveport 
Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


LITTLE ROCK, ARKANSAS 


BROADCASTING FROM 


Advertising Age, June 15, 1953 


Getting Personal 


Ormand A. Binford of Metropolitan Printing Co., Portland, Ore., 
and Loren D. McKinley of Kenwood Press, Tillamook, were 
honored fer outstanding civic accomplishments at the northwest 
conference of Printing Industry of America held in Portland May 
23. John M. Wolff Jr., St. Louis, national president, made the 
awards. Mr. Binford was Junior First Citizen of Portland and 
Oregon in 1952 and Mr. McKinley was 1951 Oregon Junior First 
Citizen... 


Arthur E. House, president of House & Leland, Portland, Ore., 
and 1953 president of the Advertising Assn. of the West, was 
guest speaker at the final meeting of the current school year of 
the University of Oregon Advertising Club in Eugene, on Tuesday, 
June 2. His subject was “Hitching up Our Advertising Girdle.”.. 


WHAT'S IN A NAME—Co-workers gave a surprise party for Winter North (left) 

on his 65th birthday. Mr. North, who hails from the North and has spent 40 years 

in the ad business, is a real estate salesman on the Miami Daily News. Presenting 

a lighter to him is R. C. O'Donnell, real estate ad manager (center), abetted by 
Robert F. Buggeln, ad director of the News. 


Edward H. Little, chairman of the board of Colgate-Palmolive- 
Peet Co., received an honorary doctor of laws degree from Davidson 
College, Davidson, N.C., where he recently addressed the 1953 
graduating class... 


Robert Ross, a.e. of Olian & Bronner in Chicago, has had a second 
son ever since June 3, when Mrs. R. was delivered of 8 lb. 14 oz. 
David Lincoln by Caesarean section... 

Another new Chicagoan is Gregory James Watson, 7 lb. 7% oz. 
arrival at Augustana Hospital on June 4. His parents are David 
Watson (publisher of Modern Railroads and Appliance Manufac- 
turer) and Irene... 


FISH FRY—These anglers caught some healthy specimens when they went fishing 

for landlocked salmon at Sebago Lake, Me. Left to right are W. D. Benjes, v.p., 

Commonwealth Shoe & Leather Co.; Boyd Brodhead, executive v.p., Parade; Wins- 

low H. Case, v.p., Cunningham & Walsh, and Laurence H. Stubbs, general manager, 
Portland Sunday Telegram. 


Bernard L. Salesky, president of Champ Hats Inc., has been 
named Man of the Year by the Philadelphia Men’s Apparel Assn. 
He will get the award on Oct. 29 at the Bellevue Stratford Hotel in 
the Quaker City... Sterling V. Couch, traffic manager of WDRC, 
Hartford, basic CBS outlet for Connecticut, is marking his 25th year 
with the station... 


Mel Grover, who resigned not long ago as ad director of Fawcett 
Publications, was given a silver humidor engraved with signatures 
of members of Fawcett’s sales and promotion staffs at a luncheon 
at the Sherry Netherland...When Irene Latimer retired from the 
ad department of the Toronto Globe and Mail after 31 years’ serv- 
ice, the staff gave her a gold wrist watch. The Women’s Adclub of 
Toronto, of which she is an active member, presented a set of 
matched luggage... 
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(ADVERTISEMENT) 
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Builder Biggest Factor in Light 
Construction Products Market 


PRACTICAL BUILDER’s edi-|fices. In addition, the builder may 
tors estimate that in 1953 builders| have a dozen or more jobs going, 
will control the buying and speci-|and that’s where he spends his 
fying of approximately ... time, because his job is his factory. 

12 to 14,000,000 windows To hunt for him from job to job is 
8 to 10,000,000 plumbing fix-| 4 tremendously expensive task for 
tures /even the most industrious sales- 
14 to 17,000,000 doors, hinged Man. The builder’s inadequate of- 


paper is not only the best buy, but 
just about tne only effective way 
of selling him month after month. 
And building products advertising 
must carry a greater share of the 
selling burden than in other fields. 
It can do this effectively and well 
because it is actually true that 
most builders see few salesmen. 
Therefore, they are attuned to ad- 
vertising in PRACTICAL BUILD- 
ER as their principal source of 
buying information. 


Practical Builder Heating Series 
to Begin in June 


the light construction builder. The 
basic theme of the series is planned 
to show the builder how quality 
heating will sell homes for him, 
why his reputation can depend on 
it, and why quality heating ac- 
tually costs less. 

Preparatory research for the se- 
ries included a 10 state survey of 
5,000 builders. 32% returned com- 
pleted questionnaires, and 57.7% 
said they specify type and brand 
of heating equipment installed in 
the homes they build on contract. 

As to types of heating specified, 


or sliding 

12 to 15,000,000 lock sets 
8 to 10,000,090 cabinets 
1,500,000 heating units 


1 billion and more sq. ft. of rect mail cost enormous also. 


sheathing 


1 billion and more sq. ft. of| that the builder's favorite business 


exterior wall materials 

7 billion sq. ft. of wallboard 
and plaster base 

1.5 billion sq. ft. of flooring 
materials 


fice facilities, his lack of filing or 
| secretarial help, and the fact that 


| 
| 
| 


} 
| 


On other building products used | 
in the home building and light) 
construction industry, the builder’s | 


importance is proportionate. These | 


figures are not the results of a sur-_ 
vey but are in the nature of in-| 


telligent guesses and are probably 
on the low side. Nevertheless, they 
serve to show that the builder is 
the most important buyer of build- 
ing products in the light construc- 
tion industry. 

We tend to be impressed with 
the volume of sales made to large 
buildings. Yet 10 small builders, 
in 10 small towns, each building 10 
average homes, would buy as many 


windows and as many plumbing’ 


fixtures, for example, as would be 
used in the average 20-story office 
building, which probably would 
have less than 1000 windows, and 
600 plumbing fixtures. 

The builder’s importance to the 
building products manufacturer’s 
selling picture is evident when you 
consider that the builder controls 


and specifies the use of all build-| 


ing products used in: 
All homes built for sale. 
Most homes built on contract. 
A large part of all commercial 
construction. 
Probably 80% of all residential 
remodeling. 
A large proportion of non-resi- 
dential remodeling. 


And, in that part of light con- 


struction where the architect does | 


come into the picture, there is 
generally close cooperation be- 
tween the architect and the build- 
er. Frequently, the builder sug- 
gest substitutions that the archi- 
tect is quick to approve and con- 
tinues to specify in future jobs. 
Where architects use the term “or 


| 
| 
| 
| 
| 


equal”, as often as not it is the, 
builder’s influence on installation 


cost that decides. 


Thus the building products man- | 


facturer needs to provide builders 
such as PRACTICAL BUILDER 


serves with exactly the same infor-| 
mation he supplies the architect, | 


plus all the necessary data on in- 
stallation and construction. 


The builder needs to have prod- 


uct specifications and data for the | 
same reason that a factory engineer | 


needs to know motor ratings or the 
capacities of conveyors because 
the builder is a manufacturer. 
The builder is also a 
chasing agent. 
time or space for filing, so he 
starts going through PRACTICAL 


pur- | 
He doesn’t have) 


BUILDER. He counts on ads to'! 
give him a quick, comprehensive | 


story on products he will use. Si- 
multaneously he is thinking of con- 
struction problems, the likes, dis- 


likes and desires of buyers. Then | 
he makes his final deciison, has_ 
plans drawn, completes the speci-| 


ifications, takes bids, 
tracts and starts construction. 


Unlike the architect, who can 
usually be contacted at his office 
or at one of several jobs, the build- 
er spends little time at his office, 
and many use their homes for of- 


lets con-| 


3.1% preferred gravity warm air 

As part of a vigorous campaign systems, 64.2% conventional forced 
to promote quality heating in to- air, 12.1% perimeter warm air 
day’s home building, PRACTICAL systems, 14.2% radiator or con- 
BUILDER published, in the June vector wet heat systems, 4.4% 
issue, the first of a series of ar- radiant panel wet heat systems, 
ticles on ali aspects of heating for 22.5% baseboard wet heat sys- 


it is almost impossible to maintain 
a list of active builders, makes di- 


All this points to the conclusion 


tems, 1.6% electric heating, 2.1% 
floor furnaces and 4.9% wall or 
space heaters. (Some _ builders 
checked more than one). 


Likes May Issue, PB 
Builder Services 

“Your May issue is certainly a 
WOW. The data contained in it is 
varied enough to cover practically 
all phases of the construction busi- 
ness. How you can print and sell 
this magazine and also give the 
services that you do for the meager 
subscription price, is more than I 
can understand. Practical Builder 
is a wonderful magazine for any- 
one in the building field. The in- 
formation it contains is of much 
greater value than the low cost of 
subscription.” Mal Cameron, San- 
down, N. H. 


Do circulation managers create circulation? Not at all! 
It is editors who create circulation... at least for a 
business publication. It is editors who must give their 
readers stout fare...who must attract and 

hold their audience... who must create a favorable 
sales-climate for you, Mr. Advertiser. And how true 
this isof practical builder For 1s 

pioneering years its pages have been filled with 


| 
bread-and-butter; with meat-and-money; with practical, 
usable, cashable know-how for the light construction industry. 


} 


The only magazine published exclusively for builders 
and contractors... PB delivers the largest 


builder-buying-power in America! 


Says a Massachusetts advertiser . 
(name on request): ‘From the 
results we have had to date 

Srom our first advertisement 

in PB—which appeared 

August 1952—we would not 
consider missing a single issue. 

It is the lowest cost per unit 

of sales of any of the seven 


national magazines we use."’ 


construction industry 
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Suppose instead of having salesmen 

lean over your desk, breathing Sen Sen 

in your face... 

Suppose instead of endless hours of 
~—-staring at charts, graphs, data sheets, 

research reports, readership studies, 

lantern slides, etcetera... 

Suppose... 

Well, just suppose you could put each 

salesman in the witness box, and put 

the screws on him. 


Like this... 


—— 
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Is it true that Nation’s Business is a “give away” from the U. S. Cham- 
ber of Commerce? 


No. 91% of NB’s circulation is paid, and by non-chamber members. 
How much does a subscription cost? 

$18 for three years. 

Do you have any cut rates, short term offers or premiums? 

No. $18 for three years. No less dollars. No less time. 

What about the 9% of your readers who do not subscribe? 


They get Nation’s Business as a part of the dues their firms pay to the 
United States Chamber. 


What is your total ABC circulation? 
807,099—June 1952 ABC average. 
Do you publish a renewal rate? 


59% of these businessmen renew their subscriptions. So far as we 
know we are the only management magazine that does publish this 
revealing statistic. 

Who are these subscribers? 


Businessmen of all kinds—manufacturers, retailers, utilities, transpor- 
tation, etc. 


so you wont talk, hey ? 


How many of them are executives? 
94.2% are administrative or operating men—760,287 executives. 
How does this compare with other management or news publications? 


Time—31.7%. Newsweek—44.7%. U.S. News—65.5%. Business 
Week—82.4%. Fortune—85.5%. These are their own figures. 


On the basis of executive circulation what is NB’s cost per page per M? 
$4.34, low man on the totem pole. 
How does this compare with the other magazines? 


High man is $15.62. That will give you the spread. Nearest neighbor 
—$8.69, just about double. 


How big a dent does NB actually make in the business market? 


A 12-page schedule in Nation’s Business will deliver 9,600,000 mass 
sales impressions to businessmen. 


mass coverage of business management sis 


nations business 


A GENERAL MAGAZINE FOR BUSINESSMEN * WASHINGTON 6, D. C. 
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Harttord Adclub Elects 
Leonard R. Schoenfeld, sales 
manager for WTHT, Hartford, has 
been elected president of the Hart- 
ford Advertising Club. Other of- 


ficers elected are Donald R. Schiv- 
Ist v.p.;| 


eley, Hartford Gas Co., 
Mrs. Christine Forbes, Hartford 
Electric Light Co., 2nd v.p.; Rose 
C. Rosenbaum, Jewish Leader 
Publications Inc., treasurer, and 
Florence G. Farrell, Chamber of 
Commerce, secretary. 


Magnuson Joins McCann 

John Magnuson Jr., formerly 
with Needham, Louis & Brorby, 
Chicago, has joined the copy and 
creative staff of McCann-Erick- 
son’s San Francisco office. 


Hopper Boosted to Ad Head 

Lee C. Hopper, with the com- 
pany since 1950, has been pro- 
moted to advertising manager of 
— Electric Co., Cleve- 
and. 


AD-VER- 
THE AD-VER-TIS-ER, 


Using TIS 


INC., 


ER in Selected Areas! 


FORT WAYNE, INDIANA 


| HENRY G. FOWNES JR., 


since 1951 with 
| the radio-television department in the New 
| York office of MacManus, John & Adams, 
| has been promoted to head the depart- 


| ment. Mark Lawrence, free-lance TV pro- 
| ducer-director, 
| 


| 


|Findley to Olmsted & Foley 

Mrs. Jan Findley, formerly copy 
chief with Brown & Bigelow, St. 
Paul, has joined the copy and 
| creative staff of Olmsted & Foley, 
| Minneapolis agency. 


radio and TV production. 


‘OATED PAPERS 
WATER COLORS 


SPECIAL FORMULATIONS 
BANNER SATIN 


Get all the benefits 


of Switzer RESEARCH . YS: 


Switzer Brothers, Inc., who originated and 


perfected “The Brightest Colors in the World”, 
is engaged in never-ending research to improve 
the coverage and flexibility, increase the 
utility, performance and economy of Day-Glo 


Daylight Fluorescent products for your use. 


FIRST NAME IN. 


E DAYLIGHT FLUORESCE 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR AVE., CLEVELAND 3, OHIO 


In Canada: 
Standard Sales Company, 4097 Madison Ave., Montreal 28, Quebec 


A new Switzer Color Guide—hot 
off the presses—let you make 
your own DAY-GLO | lor choices 
and comparisons. Writ for a copy. 


has been named head of 


| 
| 


Classified Volume 
Will Hit New High, 


Leopard Tells Ancam 


Sr. Louis, June 10—Classified 
advertising volume this year 
should exceed the record $50,000,- 
000 figure it hit in 1952, according 
to William H. Leopard, classified 
ad manager of the Sioux Falls Ar- 
gus Leader. 

Mr. Leopard made this predic- 


‘tion at the 33rd annual convention 


¢ ‘of the Assn. of Newspaper Classi- 
|fied Advertising Managers this 


week. He was reelected president 
of Ancam at the meeting. 

Two other speakers at the four- | 
day meeting gave the 225 classi-| 
fied ad managers attending rea-| 
sons to be optimistic about break- | 
ing last year’s record. | 


# Ronald J. Chinnock of Chicago, 
Ist v.p. of the National Assn. of 
Real Estate Boards, told the meet- 
ing that the removal of rent con- 
trols will encourage more people to 
buy homes, and should increase) 
classified ad volume. 

The other speaker, William W.) 
Smith, director of sales develop-| 
ment of the Bureau of Advertis- 
ing, said that tremendous possibili- 
ties for classified business exist in 
the fields of used furniture and 
home appliances. 

Citing the constant increase of 
trade-in appliance sales, Mr. 
Smith said that the only way these 
trade-ins can be sold is through | 
classified advertising. 


s Effective use of classified ad-| 
vertising was termed the most) 
powerful selling weapon in the 
used-car trade by Joseph Schaef-| 
fer of Memphis, who is often re- 
ferred to as “the largest used-car | 
dealer south of the Mason-Dixon | 
Line.” 

Mr. Schaeffer said that “prices 
must be geared to a competitive 
market,” and unlimited turnover 
can be realized with low prices 
and correct advertising procedures. 

“The only way to get your prod- 
uct moving is to get it in a classi- 
fied advertisement and keep it 
there,” he added. 

In addition to Mr. Leopard, other 
officers elected at the meeting 
were Raymond Dykes, Westchester 
County Publishers Inc., White 
Plains, N. Y., Ist v.p.; Kenneth 
Harrington, Dayton News, 2nd 
v.p.; Daniel Lionel, Brooklyn 
Eagle, 3rd v.p.; James DuRoss, 
Houston Chronicle, treasurer, and 
James Slep, Altoona Mirror, sec- 
retary. 


Radio, TV Set Production Up 


Production of television sets was 
up to 2,827,821 through the month 
of April this year as compared 
with 1,647,708 for the first third 
of last year, according to the 
Radio-Television Manufacturers 
Assn. Radio set production for the 
same period is estimated at 4,993,- 
720, compared with 3,625,863 in the 
like 1952 period. More automobile 
radios—2,076,188—were produced 
than any other single type, the as- 
sociation reports. 


Wallpaper Fund Drive Set 


|through the Wallpaper Institute, 


|for general publicity and promo- 
ition. The various groups are set- 


+Wisneski Joins Turchette 


The wallpaper industry— 


the Wallpaper Wholesalers Assn. 
and allied groups—is beginning a 
drive among members expected to} 
net $1,000,000 annually to be used| 


ting up committees which will col- 
laborate on the project. 


T. E. Wisneski has been ap- 
pointed account executive in| 
charge of a newly formed indus- 
trial advertising department of 
Ernest B. Turchette, Nutley, N. J. 


Ravage Joins Basford Co. 

John M. Ravage, formerly with 
Union Carbide & Carbon Corp., has 
joined the publicity staff of G. M. | 
Basford Co., New York. 


| INSECT BULB 


Advertising Age, June 15, 1953 
= Ce 


the Amazing New 

Vaporizer that KILLS 

insects Automatically 
As Easy as turning on your light 


Never betore such thrilling treedom 
trom ties meequites and sthe: peste 


SHLENT! Cpenissss Lasser 


CHAMP 


MEET THE CHAMP—Insect Control Inc., 
Philadelphia manufacturer of the Champ i in- 
sect bulb, broke this full page in the 
New York Daily News for Whelan’s 
Drug Stores on May 24. The regional 
campaign is in support of a national cam- 
| paign in 19 magazines. The company will 
spend about $225,000 this year to promote 
the bulb. Philip Klein Advertising, Phila- 
delphia, is the agency. 


Gannett Group Elects Two 


Paul Miller, executive v.p. of 
Gannett Co., Hartford, publisher 
of the Gannett Newspaper Group, 
has been named to the board of the 
Gannett Foundation, which holds 
the controlling interest in the com- 
mon stock of Gannett Co. Lynn N. 
Bitner, general business manager 
of the Gannett Group, has been 
elected a director of Gannett Co. 


| Cudny-Bettoney Names Agency 


Cudny-Bettoney Co., Boston 
manufacturer of musical instru- 
ments and music publisher, has 
‘appointed Laughlin-Wilson-Bax- 
| ter & Persons, New York, to handle 
advertising for clarinets, flutes and 
piccolos and the publishing divi- 
sion. The account formerly was 
with Robert Holley & Co., which 
recently merged with LWB&P. 


King-Size Appoints Kleppner 


King-Size Inc., Brockton, Mass., 
shoe manufacturer, has appointed 
Kleppner Co., New York, to direct 
its advertising. Present plans call 
for copy testing in selected news- 
papers and national magazines. 
Ray Austrian & Associates, New 
York, was the previous agency. 


WBTV Increases Power 

WBTV, Charlotte, N. C., tele- 
vision station, has boosted its pow- 
er to 100,000 watts, the maximum 
allowable power for Channel 3 
on which WBTV operates. 


with the new “3D” 
sensation from Hollywood! 


Yes, Brownie’s newest three-dimen- 
sional premiums gain extra force 
from Hollywood's current surge of 


“3D” stereoscopic films... 
Brownie will supply everything 
you need for this remarkable give- 
away, direct mail or catalog pro- 
motion... We'll supply 3-D 
photography and special viewing 
glasses. All at an amazingly low 


A note on your com- 
pony letterhead will 
bring you o startling 
"30" sample. Why 
not write of call 
Brownie today? 


WMWHAE 
ee aN MANE EACTURING CO 


55 Frankfort St, N.Y. 38, NLY. Dept. 10 
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Hilton Predicts Increased Ad Budgets— 
‘If’ Excess Profits Tax Expires June 30 


New York, June 10—Ad budgets , 
will be expanded if the excess. 
profits tax is allowed to die a nat- 
ural death on June 30, according 


to Peter Hilton, president of Hil- 
ton & Riggio. 
In a letter to the agency’s cli- 


“companies will be investing more, 
rather than less money in adver- 
tising. It is now obvious that larg- 
er budgets will be necessary to 


improve, or even maintain, a posi- || 
tion in the more highly competi- | 


tive selling years that lie ahead.” 


ents, Mr. Hilton said removal of. 


the tax measure “would pave the 
way for better days for business 


and industry and labor that can_ 
only lead to higher productivity | 


and higher standards of living.” 
He said that an end of the tax 
would “provide a note of encour- 


agement to those representing risk , 


capital, a green light for plant ex- 
pansion, a healthy climate for the 
development and introduction of 
new products. 

“And because absence of this 
tax would give business greater 
profit incentive,” he continued, 


Mactadden Names Barich 
Director of Circulation 


Russell W. Barich, circulation 
‘manager of Publishers Distribu- 
‘ting Corp. for several years, has 
been named director of circulation 
of Macfadden Publications, New 
York. He succeeds S. N. Himmel- 
man, who has become a magazine 
and periodical distributor in 11. 
eastern states. 

Macfadden also announced the 
‘appointment of Dwight Yellen as) 
circulation manager. Mr. Yellen 
has been a circulation executive 
with the company since 1946. 


There's nothing better 


than being.. 
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rcs ArQUSLeader sim 
South Dakota’s leading daily newspaper RUTHMAN 
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cIRSTS 


CHOOSE the FIRST market 
in South Dakota! The Sioux 
L highest in PER 
CAPITA retail sales 
in the NATION) 


leading medium! (98% cover- 
age of the Sioux Falls metro- 
politan area) 


|THE LINEUP—The New York chapter of the American Marketing 


Assn. held a luncheon recently to honor 11 


are (from left) Dale Houghton (1943), professor of marketing, 
New York Univ.; Donald White (1949), president, Don White Inc.; 
_A. Edward Miller (1951), director of marketing research, Life; 
John E. Shepherd (1952), director of research, Fletcher D. Rich- 
| ards Inc.; Donald E. West (1947), director of marketing research, 


past presidents. They 


American Marketing 
Thompson Co. 


Pare eS 


Advertising Age, June 15, 1953 


McCall Corp.; George H. Allen (1946), director of sales promo- 
tion, McCall’s; Vergil D. Reed (1942), v.p., J. Walter Thompson 
Co.; Nelson H. Seubert (1940), marketing counselor, Standard 
Oil Co. of N. J.; Everett R. Smith (1950), research director, Mac- 
fadden Publications; Carl Austin, president, Northern N. J. 


chapter, and Arno Johnson, v.p., J. Walter 


Cigaret Makers Spent Over 
$13,000,000 in Newspapers 


Cigaret manufacturers’ spent 
| $13,527,000 in newspaper space last 
year, compared with $11,703,000 in 
1951, according to the Bureau of 
| Advertising, ANPA. So far this 
| year, said the bureau, the use of 
the medium by cigaret makers is 
69.8% ahead of last year’s pace. 


The BofA plans to issue a com- | 


plete report shortly on newspaper 
expenditures by individual com- 
panies and brands. 


Zenith Starts Campaign 

Zenith Radio Corp., Chicago, has 
started a drive for its short wave 
portable radio, using U. S. export 
magazines and armed forces publi- 
cations. The campaign is directed 
toward Latin Americans and U. S. 
troops overseas. Robert Otto & Co., 
New York, is handling the cam- 
| paign. 
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if you believe more 


KOA 


buying what you're selling... 


Write for your copies of the “BONUS 
COVERAGE” and “VACATION” issues of 
KOA’s The Western Markets. 


p THE KOA STORY... 


Nielsen Reports Guarantee 57% of all 


radio homes 
listen regula 


Plus BONUS C 


CAR RADIO BONUS 


KOA is the best Outdoor Advertising Medium in all 


the West with appeal that’s alive 


in more locations than you could afford to buy! 


GEOGRAPHICAL BONUS 


Nie!sen only counts Coverage of 10% and up. Mail response 
proves KOA is a favorite with as many as 9% of the radio 


families in hundreds of additional counties in over 34 states. 


SUMMER BONUS 


More than 12.5 million tourists vacation an average of 3.8 days 
in the Mountain States and spend more than $600 mil! on. 


people should be (N] 


IS YOUR ANSWER. 


National Sales Representative: Edward Petry and Company 
Offices in New York, Chicago, Detroit, San Francisco, 1os Angeles, St. Louis, and Do 15 


_ 850 KC 50,00 PWatts | 


-~. 


DENVER 


Covers The West... 


in 303 counties in 12 states 
rly to KOA every week. 


OVERAGE... 


wherever you drive... 


Cat! 


‘Small Plants Use Ad 
to Fight Defense 


a 
Workers’ Exodus 
| WIiINSTED, CoNN., June 9—This 
town of small manufacturing 


plants and 9,000 people has been 
/having labor troubles of a pecul- 
iarly modern kind: With only 25 
{miles to drive to Hartford and 30 
miles to Waterbury, workers are 
constantly being lured away to the 


| areas. 


of Winsted and neighboring New 
Hartford got together to do some- 
thing about it. Result: a very 
pointed full-page ad in the May 28 
|issue of the Winsted Evening Citi- 
|zen on the virtues of “a good job 
| close to home.” 

To begin with, the ad admitted 
that “certain big out-of-town 
companies” pay wages that no in- 
| dustry in Winsted can match. Also, 


| it conceded, 


deed. People with those deals, it 
declared, “are sitting pretty and 
should stay right where they are.” 
| # But then the Winsted manufac- 
turers got down to cases with the 
following considerations for the 
workers “shopping for a job”: 
1. If it costs more to get those 


| 


| higher wages—both in driving ex-| 


| penses and in lost leisure and rec- 
reation—then “what’s the percent- 
age?” 

| 2. Many of Winsted’s commut- 
‘ing defense workers “are riding a 
/boom of uncertain strength and 
| longevity. A sharp drop in defense 
spending could find them expend- 
able.” 

_ 3. At home, in contrast to the 
big defense plants, you’re impor- 
‘tant to your entire company, not 
just to your department, and usual- 
ly you do a bigger, more interest- 
‘ing part of your company’s activ- 
\ity. “There’s a great sense of satis- 


booming defense plants in those 


So 21 of the leading industries. 


some of these far-)| 
|away jobs are very good jobs in-| 


faction in working where you're 
liked as a person and respected as 
/an individual human being.” 

In conclusion, Winsted and New 
|Hartford industry said it wants 
_all workers to have the best jobs 
they can find—no matter where. 
But, whatever the yardstick, it as- 
serted, ‘“‘a good job close to home 
is usually worth more in the long 
run.” 


Murphy Bed Names Agency 


Murphy Bed & Kitchen Co., New 
, York, has named Laughlin-Wilson- 
|Baxter & Persons, New York, to 
handle advertising for its beds and 
Cabranette kitchens. The account 
was formerly with Robert Holley 
& Co., New York, which has 
merged with Laughlin-Wilson. 
Plans call for newspapers, maga- 
zines and business publications. 


Mandeville Heads Sales 
Robert Mandeville has been pro- 
/_moted to v.p. and western sales 
|manager of Everett-McKinney, 
with offices in Chicago. He has 
been a salesman in the New York 
office of the radio-TV station rep- 
|resentative for two years. 


Boggs Becomes Consultant 

| Thomas B. Boggs, an account 
representative for Transfilm Inc., 
New York, for the last seven years, 
has opened offices at 595 Madison 
'Ave., New York, to act as a con- 
|sultant on commercial films, ad- 


| vertising and public relations. 
| 


Names H. B. Humphrey 

| General Telephone Corp., New 
| York, has appointed H. B. Hum- 
| Phrey, Alley & Richards, New York 
and Boston, as its first advertising 
‘agency. Plans call for national ad- 
|vertising on the system and local 
insertions for member companies. 


‘Pre-Pack-Age’ Names 


Pre-Pack-Age, Stamford, Conn., 
‘production journal for the fresh 
food pre-package field, has named 
| William A. Ayres Co., San Francis- 
|co, as its advertising representative 
in the Pacific Northwest, Califor- 
nia and Arizona. 
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' Brveror 
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COMPLETES SALES 
AT POINT OF SALE 


So a 2 


Producers of illuminated and non-illuminated types of signs. 
Serving manufacturers of brand-name products from coast to coast. 


Representatives in principal cities 
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HOME modernizin 


pee A Ss. 


J wat gs = =: Ae ag gs 


produces 
direct mail accuracy 
at magazine rates 


Because it reaches the one out of fifty families who are going to mod- 
ernize this year, HOME MODERNIZING out-produces any other 
medium. For the advertiser of building materials, equipment, appli- 
ances and home furnishings, it is the key to the vast modernization 
market. 


Twice-a-year HOME MODERNIZING produces inquiries throughout 
a six-month period. HOME MODERNIZING has a longer working 


life for the advertiser—plus greater intensity of readership. 


R Why not think of your market in terms of one family? 
-. The Kilroys, for instance... 


h stor of KILRO electric sink and new living room furniture pretty soon, he’s in 
\ e y for trouble, 


7 Most of all, the arrival of two little Kilroys and the junior edition 


of Emma has complicated things. The dream home of five years 


ago is busting out all over. 


wi "the BIG FIX Multiply Kilroy and Emma by 12,000,000 and you'll get the 
See approximate number of American owning-occupying families that 


)) 


are not satisfied with their present homes. Every year some of 
ql these families buy or build. But year after year, most of them 
remember Kilroy ? fix up and stay put. The 1952 fix-up expenditure of these stay-put 
families has been conservatively estimated at five billion dollars. 
In “44 and 45 you saw “Kilroy was here” scrawled on walls and It’s America’s biggest fix——and it’s BIG business." 


nces é i Ye sik G ( j fa. ° 7 se 
fences from Dakar to Stettin, from the Persian Gulf to Okinawa Want to get in on the Big Fix? 


7 . " 2 
enenee NS He Keer? HOME MODERNIZING is your best approach. Inside, Outside 


When he came home in “46 he married Emma, his childhood and All Around the House, it contains concise and comprehensive 
: H 9 . . t r ’ ‘ 

sweetheart. They set up housekeeping in her parents’ spare room, information on all phases of HOME MODERNIZING— and noth- 

then mov ed to a kite henette apartment, and i in 1948 they realized ing else. Illustrated with step-by-step photo sequences and written 


their dream. They got a home of their own. 1 “how-to” terms for the couple who choose to do much of their 


What's happened since? own work, the specialized editorial policy of this unique twice-a- 


, ‘ er ear magazine provides the manufacturer of building materials, 
Well, Kilroy has added a little lard around his middle and some eas B 


fat to his bank balance. He likes quiet evenings at home and loves equipment, appliances and home furnishings with his best ap- 


. . . 4 . ie illi ( { aly y . | 
to work around the house. He’s acquired the tools and the skill proach to the five billion dollar remodeling market 
required to make many of his own improvements. Call in the GUIDE man— 


get the documented HOME MODERNIZING story. 


And Emma’s a big girl now—much more demanding than she 


was five years ago. Kilroy knows that if they don’t get a new, all- *U.S. Chamber of Commerce estimates 


Published by SMALL HOMES GUIDE, INC. 82 west Washington Street * Chicago 2—FRanklin 2-8240 * $. C. Warden, Advertising Manager 
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Your one-two punch at the BUILDING AND REMODELING MARKET 
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KWRF, Warren, Ark., to Bow 
KWRF, a new station for War- 
ren, Ark., is scheduled to go on the 


Radio Men Advised 
air about Sept. 15. State Sen. Lee 
Reaves will become manager. Deno 


to Stop Fighting, 
Start Cooperating | Nichols has been named commer- 


Omana, June 10—Radio stations °!#! manager. 
should “get off one another's 
backs” and cooperate in soliciting Robinson to Earle Ludgin 
the 70% of local advertising that’ he ye > ee formerly 
other media get, instead of fight-|™arket and research supervisor 
ing over the 30% they now have. With Foote, Cone & Belding, Chi- 
This advice was given by Kevin cago, has been appointed research 
Sweeney, Broadcast Advertising director with Earle Ludgin & Co., 


Chicago. 
Bureau v.p., at a BAB area sales “ 


Wells Joins Cargi!! & Wilson Lamb Joins Ad Exchange 


Luther C. Wells. formerly art Charles J. Lamb Jr., formerly 
director and adve: sing manager an account executive at Pedlar & 
for a Richmond, \«., department Ryan, has joined the staff of Ad- 
store, has been nar ed art director | vertisers Exchange Inc., New York, 
with Cargill & W on, Richmond handling sales and service activi- 
agency. |ties in the drug and grocery divi- 


sions. 

Altorter Elected President : } — 

Henry W. Altorf«r, general man- Rietzel to ‘Greenwich Time 
ager, has been elected president Ellis A. Rietzel, previously with 
of Altorfer Bros. (o., Peoria, Ill., the Baltimore News-Post and Sun- 
maker of laundry equipment. He day American, has been appointed 
succeeds his brother, A. W. Altor- general manager of the Time, 
fer, who is retiring. | Greenwich, Conn., daily. 


paid 8 
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Ross Lists TV Film Shows 

Ross Reports on Television, 551 
Fifth Ave., New York, has pub- 
lished its 1953 survey of televi- 
sion films, giving a market list of 
film packages available for TV. 
The survey also lists the film buy- 
ers for U. S. TV stations. 


KIWW Names Time Sales 


National Time Sales, radio sta- 
tion representative, has been ap- 
pointed to represent KIWW, San 
Antonio. This station broadcasts 
|exclusively in Spanish. 


clinic here. 

Joint solicitation is a tool radio 
hopes to use to attract more na- 
tional advertisers, Mr. Sweeney 
said, with all stations in major 
markets asked to cooperate in pre- 
sentations to national advertisers. 

The BAB blueprint calls for 
member stations in 40 top markets 
to make group calls on district 
managers, brokers and manufac- 


| 


turers’ representatives starting in 
August. BAB’s national sales staff 
will assist with calls on advertis- 
ers’ home offices. 

George Smith, v.p. and manager 
of KFOR, Lincoln, advised the sta- 
tion men to use ratings only as a 
supplement to the sales perform- 
ances of their stations. 


# The session was highlighted by 
a debate on the pros and cons of a 
single rate for all advertisers. Mr. 
Smith contended that local adver- 
tisers are no more entitled to a} 
special discount from an equitable | Y, 
one card rate than neighborhood, | 
advertisers in a large city are en-| 7 
titled to a different rate than that :: 
charged downtown advertisers. 

Bob Thomas of WJAG, Norfolk, 
said two rates—for local and for 
national sponsors—are necessary 
for stations covering large areas. 
He asserted that local advertisers 
would be penalized unless there 
were special rates for them. 


Artra Plans TV Drive 


Artra Cosmetics, Montclair, N. 
J. (Grey Advertising Agency), has | 


a nenenlb barca 


spot drive for Imra_ depilatory, 
with one-minute participations on 
stations in New York, Chicago and 
Los Angeles. The TV promotion is 
in addition to the company’s mag- 
azine and newspaper advertising. 


Peters to Needham, Louis : 


7 Geoffrey Peters, formerly with Advertising Pages in 
itzgerald Advertising Agency, Machinist 
New Orleans, has joined Needham, American . 
Louis & Brorby, Chicago, as media 
analyst. 


Morrow Advertising Moves a 
Tim Morrow Advertising, Chi-| | a ead 

cago, has moved to 444 N. Lake : 

Shore Dr. 
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The enarr 19 an ART 


it takes imagination and experience 
to do justice to your chartwork be- 
cause the points you have to put 
across are important. And the inter- 
pretation of your material in the eS 
most easily understood graphic form 
is an art in itself. 


FOR 33 YEARS, we've handled the 
chartwork for every type of business. 
With a full-time staff of experts in 


‘ » sy 


this art, you can count on Chartmakers | 
to create and produce the most 
effective charts you've ever used. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 
480 LEXINGTON AVENUE 
NEW YORK 17, N.Y 
MUrray Hill 8.2760 
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In Metalworking, two things have a long-time habit of 
growing together: this industry's production, and American 
Machinist's paid circulation. Up 81% since 1949, production 

” in this biggest of industries is now at the highest levels ever 
started a four-month television | ' geached, except at the height of World War Il. 


ft is natural, then, as Metalworking grows, for more and 
Sy -* more advertisers to give this industry's leading magazine a 
* *-.*. very big sales job to do. In 1952, 839 companies invested 

’ more advertising dollars in American Machinist than had 
bats “ever before been. invested in a metalworking publication 
ae: .. @+ upped its ad pages by 1,340 over 1951. 


Average i ion 
Circulation fur issues 


American Machinist index 
of Metalworking Production 


1939 = 100 


paid subscribers. 


WORKS MANAGER 
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Average eyes 
AVERAGE Tor, Total Number of Single Issues 


How Your Sales Can Grow Faster in 


- wy OUllding and sasina enteral Machiacss” 


5 se curers of Transporat 
TY, and all other Products magia? 


ain neg machinery 


dated duly through December 1952 
. et 


1) See Par 26/5) 
** 3198: 
Ptions Purchased for oth 3 


Subsidiaries) See Par 28(b) 
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At the same time, American Machinist's ABC audited, net-paid 
circulation has also reached a new high . . . and our latest 
ABC statement, reproduced in part, above, doesn’t tell the 
full story: since it was issued, American Machinist's paid 
circulation nas passed the 32,000 mark, as this magazine's 
exclusive editorial values attract more and more self-elected, 


CHIEF TOOL ENGINEER J 


a 


gs 


pa is. reste ae 


working. Edited exclusively 


And when you advertise here, you buy not only the great 
value of a big and growing all-paid circulation . . . but 
metalworking-wide readership by the men with whom you 
can most profitably do business: the production-minded exec- 
utives whose buying influence is basic everywhere in Metal- 


for them, American Machinist 


now serves more production engineers and executives than 


have ever before subscribed to a metalworking magazine. 
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Robert Owens Leaves Lennen 


Robert B. Owens Jr. has re-| 
signed as v.p. and account super- | 


Benedict Joins BBDO in L. A. 


Edwin M. Benedict, for the past 
12 years distributien director in 


visor for Lennen & Newell, New | charge of market research for Met- 


York. Mr. Owens, who will an-| 
nounce his plans later, had been 
responsible for service on drug and | 
food store products. 


alcraft Corp., Los Angeles, has 
been named head of all market re- 
search activities for the Los Ange- 
les office of Batten, Barton,. Dur- 


| stine and Osborn. 


Schloss to Waldie & Briggs 

Philip Schloss Jr., formerly of 
the advertising service department 
of the Chicago Tribune, has joined 
the copy staff of Waldie & Briggs, 
Chicago. 


Turner Promoted to Grant V. P. 

Donald C. Turner, personnel di- 
rector with Grant Advertising Inc., 
Chicago, has been promoted to v.p. 
in charge of personnel. 


Gunther to Sponsor Games 


Gunther Brewing Co., Baltimore, 
has signed to sponsor the radio and 
some television broadcasts for 
1953 of the Baltimore Colts foot- 
ball games. Earlier, the Colts sold 
a portion of their schedule to Du- 
Mont Television Network, but 
Gunther has purchased the re- 
mainder of the slate. In addition, 
Gunther will sponsor a midweek 
program, “Quarterback Show,” on 
both radio and television in Balti- 
more. Biow Co., New York, is the 
Gunther agency. 


‘ Steel] Wool Maker to Ross Roy 


American Steel Wool Mfg. Co., 
Long Island City manufacturer of 
industrial steel wool products and 
household soap pads, has appointed 
Ross Roy Inc., New York, to han- 
dle its advertising, effective July 
1. Needham & Grohmann is the 
present agency. 


Jackson Joins ‘Family Circle’ 
Thomas C. Jackson, formerly on 

the Quick sales staff, has joined 

the eastern sales department of 


|Family Circle. 


the Growing Metalworking Market 


THE ONLY 
METALWORKING 
_ MAGAZINE WITH A 
CIRCULATION THAT HAS 
KEPT STEADY PACE WITH 
METALWORKING’S GROWTH 


NET-PAID CIRCULATION AND TOTAL DISTRIBUTION 
ABC-AUDITED FIGURES 1936-1952 


As a matter of fact, American Machinist is the only metal- 
working publication whose circulation has grown consistently, 
through the years, to match consistently the steady seareage 


in the great industry it serves. . . 


S 


.»» and all of this circulation growth reflects the self-gen- 
erated insistence of Metalworking’s production executives on 
putting this magazine to ever-wider use. As the chart above 


so clearly shows, when you put metalworking magazines to 
the acid test of their ability to give metalworking executives 
the job help they seek and want . . . you find that American 
Machinist stands alone in its proved value to your best cus- 
tomers and prospects. 


. 


... when you want increased sales in the $100-billion Metalworking Industry, 


and want to build preference for your products among this industry’s most 


important buying group . 


you why: 


This i 


. production management .. . the facts will tell 


s the NO. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 


PUBLISHED EVERY OTHER MONDAY 
MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS PUBLICATIONS 


| lightweight, compact, easy to carry and 
| show. Sales managers like View-Master 
| stereo pictures because they get results 


SNC 


Trucking Group’s PR 
Costs Hit $185,000 
in 1952, Court Told 


PHILADELPHIA, June 9—Pennsyl- 
vania truckers enlarged their pub- 
lic relations program last year to 
where the costs totaled nearly 


$185,000. 
This was brought out in U. S. 
district court here in a_ suit 


brought by truckers against 31 
eastern railroads and Carl Byoir & 
Associates. 

Mrs. Naomi Alexander, office 
manager and assistant treasurer 
of the Pennsylvania Motor Truck 
Assn., in a deposition hearing in 
the anti-trust suit, said that in 
1948 public relations campaigns 
cost the PMTA $14,795; by 1952 
the figure rose to $184,932, she 
said. 

Last year’s campaigns were sup- 
ported largely by sustaining mem- 
berships, she testified. About $50,- 
000 was contributed by truckers 
from states other than Pennsyl- 
vania. 

Mrs. Alexander denied heatedly 
that the public relations funds 
were intended to bulldoze the state 
legislature into joining the truck- 
ers in the fight for heavier car- 
rier legislation. She said the funds 
were intended entirely for public 
relations purposes. 


‘Paper’ Adopts New Format 
Paper & Paper Products, pub- 
lished semi-monthly by Walden, 
Sons & Mott Inc., New York, in its 
July 5 issue will introduce a slight- 
ly smaller page size and format. 
Type-page size will be 101%2”x14”. 
Columns will be narrowed to 12 
from 13 picas. Column depth will 
be cut from 16” to 14”. The changes 
will not affect the Paper & Paper 
Products convention dailies. 


Edison Promotes Hamilton 

Donald Hamilton Jr., district 
manager of the Philadelphia of- 
fice, has been promoted to general 
sales manager of the Ediphone di- 
vision by Thomas A. Edison Inc., 
West Orange, N. J. He will be re- 
sponsible for advertising, service, 
sales promotion, training, market 
research and sales. 


there’ > sales “MAGIC” 


in STEREO PICTURES 


View-Master stereo color pictures will 
add a dynamic new selling dimension to 
the portrayal of your products and serv- 
ices! Salesmen like to use View-Master 
“come to life” pictures because they get 
and hold attention, because they're 


at low cost! If you have a selling prob- 
lem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


STEREO SELLING PICTURES 
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MBS Selling More 
Time as Supplement | 
to Video Medium 


New York, June 12—Mutual 
Broadcasting System is doing all 
right at selling itself as a supple- 
mentary medium to television. 

First there was the sale of Mu- 
tual radio stations to Admiral Corp. 
for the audio of Bishop Fulton 
Sheen’s telecast on DuMont. Next 
came Coca-Cola’s buy of MBS as. 
the second radio network for the 
“Eddie Fisher Show,” which is 
aired first on NBC-TV, then re-. 
broadcast on NBC radio, with a| 
second repeat on Mutual. 

This week, Mutual landed an-| 
other plum as a byproduct of tele- | 
vision. Starting Aug. 31, Perry Co- 
mo’s thrice-weekly 15-minute song 
session for Chesterfield will be si- 
mulcast on CBS-TV and Mutual. 
Cunningham & Walsh is the agen- 
cy. 
Passed up for the Chesterfield 
buy, CBS Radio scored with a 
three-times-weekly sale to General 
Foods. G-F will present “Beulah” 
three times weekly in the 7:15 
p.m., EST, spot, starting in Octo- 
ber; the show will be re-runs of 
programs starring the late Hattie 
McDaniel. 


@ Other radio moves: 
Wittnauer Watch Co. (Victor A. 
Bennett Co.) will present the 
Symphonette and Choraliers, now 
carried on NBC’s owned-and-op- 
erated stations, in a Sunday after- 
noon and two evening broadcasts 
on CBS, starting Oct. 1. Locke 
Stove Co. (R. J. Potts, Calkins & 
Holden, Kansas City) will move 
the “Duke of Paducah” from a 
NBC regional network to a CBS 
regional network in mid-August. 

Camel will move the “Walk a 
Mile” quiz from NBC to Bob 
Hawk’s vacated time period on 
CBS for a summer run. Philip 
Morris has given “My Little Mar- 
gie” cancelation notice, but Co- 
lumbia is trying to talk the ciga- 
ret maker into a power plan buy. 

Radio sale of the week at ABC 
was to Chevrolet (Campbell- 
Ewald Co.) for a saturation news 
campaign, starting June 27. The 
auto maker will carry 24 five- 
minute newscasts per week, with 
all of them scheduled during the 
weekend. 


Longines- 


Esquire Loses; 
488 Madison Is 
‘Look Bldg.’ Now 


New York, June 10—The 23- 
story pile at 488 Madison Ave. is 
legally “The Look Bldg.” 

The U. S. district court here has 
dismissed an action brought by 
Esquire Inc., publisher of Esquire, 
Coronet and Esquire’s Apparel 
Arts, to keep the building manage- | 
ment from designating it “The 
Look Bldg.” The case was first 
brought in June, 1950. 

Cowles Magazines Inc., largest 
single tenant in the building, was 
named a co-defendant in the ac- 
tion at its own request. 

In its complaint, Esquire Inc. 
said that the name change from 
“488 Madison Ave.” to “The Look 
Bldg.” would damage it by giving) 
“the false impression that Es-| 
quire’s publications are published 
or sponsored by Cowles Maga-. 
zines.” 

Esquire has a ten-year lease. 


P&G Marketing Party Curl, 
Children’s Home Permanent | 

Advertising in newspapers, ra- 
dio and television will introduce 
Procter & Gamble’s new children’s 
home permanent, Party Curl by 
Lilt, in August. Distribution to the. 
trade has just started and trade 
advertising will shortly be under | 
way. Biow Co., New York, agency 
for Lilt home permanent, is also. 
handling the new product. | 


LIFE 2epcaT AUOIENCE 
60500000: 50.67. 


MORE THAN HALF—These are two charts from Life’s new study of media audiences 
in which it reports that Alfred Politz studies show Life reaches more than half of all 
Americans over 10 years old every six weeks. 


‘Life's’ New Cumulative Audience Study 
Shows It Leading Several Other Media 


(Continued from Page 1) | 
like this: “Jack Benny Show”—| 
18,000,000 for one program and 41,- 
950,000 for four; “Amos ’n’ Andy” | 
got 16,900,000 listeners for one pro- 
gram and 38,350,000 for four; | 
“Charlie McCarthy” went from) 
12,600,000 to 29,900,000; “Lux Ra-| 
dio Theater” showed an increase 
from 9,850,000 to 25,850,000. | 

The cumulative audiences of av- | 
erage leading radio programs, in 
total, was reported as 14,350,000. 
for one program and 34,000,000 for | 
four. 

Five TV shows were measured. 
“Colgate Comedy Hour” won 28,- 
200,000 viewers for one program 
and 50,950,000 for four. “Show of 
Shows” registered a gain from 
27,650,000 to 50,600,000. “Texaco 
Star Theater” went from 22,400,- 
000 to 45,450,000. “Fireside The- 
ater” totaled 15,900,000 for one) 
show and 34,750,000 for four. “Red 
Skelton Show” got 23,200,000 for 
one program and 46,850,000 for 
four. 


@ Repeat audience figures were 
reported as follows: 


Popu- No.of 
No. of lation Read- 
Issues Cover- ers 
Magazine Read age (000) 
aa lor2 29.1% 34,800 
3or4 12.7 15,250 
5oré6 88 10,450 
Total: 1 or 
more . 50.6 60,500 
ee lor2 18.9 22,600 
3or4 6.6 7,800 
5or6 4.1 5,000 
Total: 1 or 
more . 29.6 35,400 | 
Look ..... lor2 28.6 34,250 | 
3or4 9.3 11,100 
5or6 3.9 4,650 
Total: 1 or 
mere . 41.8 50,000 
Journal lor2 15pe 18,000 
2or3 5.2 6,200 
4or5 3.7 4,400 
Total: 1 or 
more . 23.9 28,600 
ThisWeek lor2 14.2 16,950 
3or4 10.3 12,400 | 
5or6 10.8 12,900) 
Total: 1 or 
more . 35.3 42,250 | 


The repeat audiences of the four | 


ratio programs, in total, were: 
No. of | 


Popula- Listen- | § 


tion ers 
No. Heard Coverage (000) 
ff) Oe 23.2% 27,700) 
eee 5.2 6,300 | 
Total: 1 or 
more ..... 28.4 


34,000 


@ The repeat audience of the TV 
programs, in total, were: 


Popula- No. 

tion View-| 

No. Cover- ers | 

Viewed age (000) | 

| 25.9% 31,000 

er 12.3 14,750 
Total: 1 or 

more 38.2 45,750 


Conducted by Alfred Politz Re-. 


'time of the deadline for the first 


| dropped because it went off the air 
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search Inc., the study was con- 
ducted over a 12-month period and 
involved, at the outset, 7,141 re- 
spondents. By the end of the year 
the number of respondents totaled 
5,236. The choice of radio and TV 
programs was made by taking the 
top five shows, ranked by Nielsen 
on the basis of number of homes 
reached. The top shows were 
picked in December, 1951, at the 


One radio pro- 
Winchell’s, was 


questionnaires. 
gram, Walter 


for several weeks when Mr. Win- 
chell became ill. 


Chap Stick Starts 
Summer Campaign 


Chap Stick Co., Lynchburg, Va., 
will push its Lip Balm this sum- 
mer in Field & Stream, Holiday, 
Life, Look, Outdoor Life, Sports 
Afield and The Saturday Evening 
Post. 

O-Fair, formerly called Sofair, 
shaving cream for women, will be 
featured in ads in Modern Roman- 
ces, Today’s Family, True Confes- 
sions, True Romances, and in The 
New York News Sunday Coloroto 
Magazine, The New York Mirror’s 
magazine section, and The New 
York Times Magazine. Lawrence 
C. Gumbinner Advertising, New 
York, is the agency. 


Offers Summer Special 

Daggett & Ramsdell, New York 
manufacturer of Perfect beauty 
products, is starting a trade cam- 
paign in Chain Store Age, Drug 
Topics and Nancy Sasser Buy 
Lines to introduce a $1 July and 
August price for its regular $1.50 
Perfect oil shampoo. Consumer ad- 
vertising will be limited to spot 
and participation radio. Erwin, 
Wasey & Co., New York, is the 
agency. 


O. L. Taylor Moves in N.Y. 

O. L. Taylor Co., radio and 
television station representative, 
has moved its New York offices 
to 444 Madison Ave. 
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John Hancock's Margaret Divver to Get 
AFA’s Adwoman of Year Award Sunday 


CLEVELAND, June 12—The 1953 


“Advertising Woman of the Year” 


will be announced here Sunday, 
June 14, as Margaret Divver, ad- 
vertising manager for John Han- 
cock Mutual Life Insurance Co., 


| Boston. 


The award will be made at the 
opening “brunch” session of the 
49th annual convention, Advertis- 
ing Federation of America, and is 
sponsored by the _ federation’s 
Council on Women’s Advertising 
Clubs. 

Wesley I. Nunn, advertising 
manager for Standard Oil Co. (In- 
diana), chairman of the judges’ 
committee, will present the award. 
The committee also includes Ben 
R. Donaldson, federation chairman 
and advertising manager, Ford 
Motor Co., and Mrs. Jean Wade 
Rindlaub, v.p., with Batten, Bar- 
ton, Durstine & Osborn, New York. 
Mrs. Rindlaub was the 1951 “Wom- 
an of the Year.” 

Featured speaker at the presen- 
tation session will be Mrs. Oswald 
B. Lord, U. S. representative to the 
United Nations Commission on Hu- 
man Rights. 


ws The award to Miss Divver is 
based on outstanding work done 
by a woman in advertising. It fol- 
lows many previous honors ac- 
corded her in recent years. With 
the John Hancock company for 25 


Margaret Diver 


years, she became _ advertising 
manager in 1948. In 1949, she was 
named by the Boston Herald as one 
of the 10 New England Women of 
the Year, the only business wom: 
an on the list. 

John Hancock advertising re- 
ceived the Freedoms Foundation 
award in 1950, and the foundation’s 
Distinguished Service Awards in 
1951-52. First place in The Sat- 
urday Review advertising awards 
in 1952 went to John Hancock, 
plus the 1950 and 1952 advertising 


“cum laude” awards of the Read- 
'er’s Digest. The “Sweepstakes” 
award of the Life Insurance Ad- 
vertisers’ Assn. has been won by 
| the company several times. 


Producer Says New 
Guild Code Puts TV 
Actors Out of Work 


HOLLYWoop, June 11—‘“‘As a re- 
sult of the new Screen Actors 
Guild code, employment of live ac- 
tors in television commercials has 
dropped to less than 10% of last 
year,” Harry Wayne McMahan, 
president of Five Star Produc- 
tions Inc., TV spot producer, re- 
ports. 

The code stipulates among other 
things a payment to the actors for 
reuse of TV films and was adopted 
at the end of a three-month long 
strike (AA, March 2). 

He bases his comparison on Five 
Star’s record during the first three 
months of the code’s adoption 
(March-May) against the same pe- 
riod last year. 

“In 16 current series of ad-films 
now in production, the advertisers 
are using only five live actors 
against 68 who appeared in 21 
films made at the same time last 
last year,” he says. 


@ He added that the five actors 
currently being employed are not 
benefited by the new code since 
they are top stars who are paid 
more than the guild scale. 

Mr. McMahan said that many 
producers are either switching to 
cartoon animation, stop motion and 


; 
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STARTER—Art Metal Construction Co., 

Jamestown, N. Y., is vu veiling its new line 

of office desks with th two-color page in 

Business Week, June 20. The campaign, 

handled by Morey, Humm & Johnstone, will 
continue through July. 


insert work entirely, or reediting 
| and reusing old soundtracks and 
| pictures. 

| Because the guild did not en- 
lforce the code in San Francisco 
until 90 days after it became ef- 
‘fective in Hollywood, advertisers 
there managed to work overtime 
to make up commercials in ad- 


PAUL RICKENBACKER WEST 

New York, June 9—Paul Rick- 
enbacker West, 44, director of the 
San Francisco office of CBS Ra- 
dio’s Housewives Protective 
League program services, died at 
Doctors Hospital here Saturday 
after a brief illness. 

Mr. West, here or a_ business 
trip, had previously been associ- 
ated with J. Walter Thompson Co., 
Young & Rubicam and Foote, Cone 
& Belding. 

In the agency business he was 
known under his real name, Paul 
Rickenbacker. When he joined the 
Protective League programs about 
five years ago he broadcast under 
the name of Paul West. 


JULIUS KAUFMANN 


PittspuRGH, June 9—Julius G. 
Kaufmann, 84, editor of two glass 
trade publications, died June 3 at 
his home in the Schenley apart- 
ments here. 

Mr. Kaufmann, president of the 
Commoner Publishing Co. here, 
until recently played an active 
role in the publication of the com- 
pany’s trade  publications—the 
weekly American Review, and the 
consumers’ monthly, China, Glass 
& Decorative Accessories. 

He had been associated with 
Commoner Publishing since 1889, 
when he started as a bookkeeper. 


V. R. (DICK) SMITH 

Ho.L.tywoop, June 10— V. R. 
Smith, 51, president of Smith & 
Ganz, Hollywood agency, died 
suddenly Saturday morning, June 
.6, at St. John’s Hospital, Santa 
|'Monica. Mr. Smith was widely 
known in Southern California ad- 
'vertising circles for the past 30 
| years. 


‘vance, without repayment restric- | 


'65 films before the deadline. 


i Mr. McMahan estimated Holly- 


wood will lose more than $5,000,- 
000 in commercial work this year 
as a result of the code. 


| Robert G. Hill of the Columbia- 


\Geneva steel division of U. S.| 


| Steel Corp., has been elected pres- 
ident of the Northern California 
Industrial Advertisers’ Assn. Oth- 
er officers elected are Gerald F. 
Nowell, Bob Wettstein Co., 


Associates, v.p.s, 


-|tions. One advertiser completed Marks 75th Year with Ad Deal 


| The Christian Herald, marking 
its 75th anniversary with the Sep- 
tember issue, is offering advertis- 
ers a two-for-one deal. Any old- 
time advertiser may get an old 
ad printed free for every page of 
|current copy paid at the regular 
jrates. The September issue will 
get a bonus circulation of 75,000 
| over the guarantee of 375,000. 


'Adams Co. Names Ramsdell 


and | Adams Co., Philadelphia maker 
Walter Boland of Walther-Boland| of ethical 
and J. Leslie|appointed Lee Ramsdell & Co., 


pharmaceuticals, 


Meek, MacDonald-Thompson Co.,|! Philadelphia, to direct its adver- 


| secretary-treasurer. 


i tising. 


has 
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GIMMICKS e G&G 
Clip Book of Ready-To-Use Art 


HARRY VOLK JR. ART STUDIO 
CENTRAL BUILDING, ATLANTIC CITY, N. J 
REPRODUCTION FOR RESYNDICATION IS PROHIDZITED 
REORDER BY NUMBER @ No. 123 @ $250 


COPYRIGHT 1953 


OCCUPATIONS - O 


Clip Book of Ready-To-Use Art 
COPYRIGHT 1952 

HARRY VOLK JR. ART STUDIO 

CENTRAL BUILDING, ATLANTIC CITY, N. J. 

Reproduction for Resyndication is Prohibited 

REORDER BY NUMBER + No. (ill) + $2.50 


New Art Saves Time and Money! Just Clip and Paste! 


That’s right! You get all four of the “Clip 
Books” illustrated in reduced size above—total 
value, $10—to clip and paste-up for offset or 
line engravings . . . for your direct mail, cir- 
culars, folders, house organs, newspaper and 
trade paper advertisements. 

Each book is in handy 5 x 8 size, has twelve 
one-side pages and dozens of sharp black-and- 
white spot drawings. There are a total of 500 
art proofs all reproduced in jet black ink on 
slick Kromekote stock. All drawn to put snap 
and sparkle in your “low budget” jobs. 

Now, even a novice can turn out slick paste- 
ups with this free collection of ready-to-use 
art! You merely select the drawing you need 
to dress up an ad, then clip it and paste it in 
position. The original art is in several con- 
venient sizes .. . it’s printed only on one side 
of the stock ... and the handy books will file 
easily in any cabinet or drawer. 


NO ‘“‘EXTRA’’ REPRODUCTION FEES 


Best of all there are no reproduction fees! 
You may use whatever you wish, wherever you 
wish, whenever you wish. No ifs... no ands 
-.- no buts! 

As a matter of fact, this gift collection of 
spot drawings is so useful and thrifty that 
you’ll want to start a regular library of ready- 
to-use art. And that’s where our brand new 
monthly service comes in! 

Each month we’re drawing two new Clip 
Books of Ready-To-Use Art. Each and every 
month this new service brings you two brand 
new Clip Books with dozens of smart new 
illustrations. Yes, these books are also 5 x 8 to 
help you complete your desk-top library of 


pre-drawn art. And in the months ahead we'll 
do complete books on countless attention com- 
pellers for which you have frequent need. 


FRESH, NEW ART EVERY MONTH 


Each and every month you'll receive two of 
these wonderful Clip Books, each on a different 
classification. They’re easily worth $15 a month. 
They’d be a bargain at $10. But they’re . 

Only $4.95 a month. And we ship postpaid. 
Yes, a little more than a dollar a week builds 
a thrifty library of ready-to-use art. Hundreds 
and hundreds of top-notch drawings that 
you'll use day after day in dozens of ways. Use 
just a single drawing and you’ve more than 
paid for a month’s subscription! 

You’ll want to test this art service in your 
own office and so you may enter a limited 
trial subscription with the full privilege of 
cancelling at the end of the first month or any 
succeeding month. 

That’s right! You get the four gift books— 
The Men, Women, Gimmicks and Occupations 
—without cost with your trial subscription to 
the Clip Books of Ready-To-Use Art. You may 
cancel anytime—immediately, if you wish. 


UNCONDITIONALLY GUARANTEED 


. to save you time and money! If you are 
not completely satisfied at any time, merely 
return the books and we'll cancel the charges or 
issue a prompt refund. 


Our present supply of the four gift books is 
limited, so request your copies immediately. 
Simply clip, fill in and mail the coupon at lower 
right—today! It will save you time and money! 


Harry Volk Jr. Art Studio, 600 Central Building, Atlantic City, N.J. 


The four Clip Books, pictured above 
in reduced size, contain 500 time-and- 
money-saving art proofs. Printed on 
slick Kromekote, in handy 5 x 8 size, 
each book has 12 pages, printed one 
side. Here’s what you get as a gift: 

THE MEN —163 black and white 
proofs of men running, walking, point- 
ing, etc. Realistic, decorative, humorous 
techniques. 

WOMEN — 135 black and white art 
proofs. Similar in content to The Men. 


THE MEN 
Clip Book of Ready-To-Use Art 


COPYRIGHT 1953 


HARRY VOLK JR. ART STUDIO 
CENTRAL BUILDING, ATLANTIC CITY. N. J. 
REPRODUCTION FOR RESYNOICATION 16 PROMIBITED 


REORDER BY NUMBER @ NO. 124 @ $250 


WOMEN, No. 2:2 W 

Clip Book of Ready-To-Use Art 
: COPYRIGHT 1983 ' 

HARRY VOLK JR. ART STUDIO 


CENTRAL BUILDING, ATLANTIC city, N J 
REPROOUCTION FOR RESTHOIE ATION 1S PROM/BITEO 


REORDER BY NUMBER @. No 125 @ $250 


4 Books, 48 One-Side Pages, 500 Art Proofs FREE! 


GIMMICKS—142 black and white 
art proofs of useful advertising gadgets. 
Cartouches, frames, spotlights, etc. 

OCCUPATIONS—60 black and white 
art proofs of doctors, nurses, teachers, 
policemen, firemen, etc. 

All four of these books—valued at 
$2.50 each or $10 in all—are yours asa 
gift just for trying a single issue of our 
monthly service of pre-drawn art. Send 
for your free set today! Send no money 
—Jjust use coupon below. 


Used Successfully By World-Famous Advertisers! 


Abbott Kimball 

Advertising Publications Inc. 
Aluminum Goods Manufacturing 
Ainerican Family Magazine 
Arizona Public Service 
Bozell and Jacobs 

Chicago Tribune 
Congoleum-Nairn 
Continental Casualty Co. 
Curtiss Candy Co. 

Dr. Pepper Company 
Reuben H. Donnelly Co. 
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SEND NO MONEY! MAIL THIS COUPON TODAY! § 
i HARRY VOLK JR. ART STUDIO 1 
B 600 CENTRAL BUILDING, ATLANTIC CITY, N. J. Pn 1: 
; Please rush my Gift copies of The Men, Women, Gimmicks If not delighted, | ff 
and Occupations free of extra cost in conjunction with a return all books i 
8 trial subscription to “The Clip Book of Ready-To-Use Art” ensemeaien tan 
§ at $4.95 a month, postpaid. We reserve the right to cancel charges wilt be} @ 
§ at the end of the first month or any succeeding month. rrr - 
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Florida Times-Union 
G-E Appliances 
Georgia Power Co. 
Gestetner Duplicator 
Gibson Art Company 
Kansas Power & Light 
Lennox Furnace Co. 
Match Corporation 
National Safety Council 
Osborne Company 
Pan-American Life Insurance 
Paper Mate Company 


Pitney Bowes 

Popular Mechanics 

Popular Science 

Posters Inc. 

Underwood Typewriter 
United Cigar-Whelan 
Universal-International Pictures 
Badillo, Puerto Rico 
Borman, Turkey 
Chavannes, Switzerland 
Nueva Granada, Columbia 
Regiomontana, Mexico 
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Along the Media Path | 


e Chatelaine, Canadian women’s | 
magazine, is sending out a “slide’ 
rule” gimmick, called an “impact | 
rule.” which quickly shows circu- | 


lation and cost per exposure. An_ 
accompanying letter, headed “at 
You Must Use A Slide Rule,” em- | 


phasizes that degree of impact on) 
readers’ minds is as important as} 


the size of the circulation. 


e “How to Sell Your Product,” the 
second in a series of eight folders 
prepared by the merchandising 
papers committee of Associated 
Business Publications, is now in 
the mail to advertisers and agen- 
cies. The series is intended to help 
advertisers reach retailers, dealers, 
jobbers, wholesalers and distribu- 
tors more effectively. 


e A new audience study made in 
Rochester has been made by The 
Atlantic and Harper’s Magazine. 
Seven out of every 10 subscribers 
in the city answered the question- 
naire. Copies of the study are 
available through the magazines’ 
representatives or through Harper- 
Atlantic Sales Inc., 8 Arlington St., 
Boston. 


e@ American Druggist, in its June 
22 issue, initiates a new section, 
devoted to the problems of drug 
stores located in towns of less than 
10,000 population. It is called 
“Small Town Trends.” 


e Robert H. Johnston, president 
of American Exporter Publica- 
tions, challenges anyone to beat 
the longevity of his magazines’ 
advertisers. There are 24 adver- 
tisers in the May American Ex- 
porter and 26 in American Ex- 
porter Industrial who also were 
present 50 or more years ago. In 
all three of his publications, in- 
cluding Automotive World, there 
are 14 advertisers who have been 
advertising 70 years or more. 


e House & Garden has opened its 
third House of Ideas in Bryn 
Mawr, Pa., to the public from June 
6 to June 28. 


e The Philadelphia Afro-Ameri- 
can managed to sell 35,000 lines of 
advertising in connection with a 


The aso Southurst 


NATION'S LARGEST TRADE nha ‘ 


EL PASO 


Metropolitan Area 


(Ei Paso County) 


Population 224,000 
Families 53,800 
Circulation 59,711 


Coverage Ratio Over 100% 
CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 


Population 555,200 
Families 142,900 
Circulation 84,896 


Coverage Ratio 59.2% 


The Fl Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspoper 
Evening 


TWO Separate Newspapers 
30 Line BUYS BOTH! 


health and beauty show promotion 
it sponsored in Philadelphia May 
20-21. 


e The Toledo Blade has released a 
new market data study “It’s Easy 
‘to Sell Grocery Products in Tole- 
do.” The folder announces a new 
service of the Blade for grocery 
product advertisers—a study of, 
the past two years showing total 
sales, percentage of the field and 
all sales inducements by months 
for the advertiser’s product and 
competitive ones. 


CELEBRATION—George W. Norton (second from left), president of WAVE-TV, Louis- 
ville, plays host to « group of agency executives in New York. Seated at Mr. Nor- 


ton’s table (left to right) are Richard Jackson, J. M. Mathes Inc.; 
Joseph Katz Co.; Jayne Shannon, J. Walter Thompson Co., and Edna Cathcart of | 1]. 
Mathes. The party ma.ked the station's transfer to a new power, antenna and channel. 
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tison, v.p. of sales for the manu- 
facturer. 

The second booklet, using plenty 
of pictures with explanatory cap- 
tions, describes how BW’s Wash- 
ington and New York staffs de- 
‘velop the magazine’s ‘‘Washington 
Outlook” feature. 


_@ Product Design and Develop- 

ment News, New York, is sending 

out a new market and media file. 

The file follows the outline recom- 

| mended by the National Industrial 
Advertisers Assn. 


| 

le Department of New Laurels: 

| The largest single insert to ap- 
Elizabeth Black, | pear in Retailing Daily ran June 
It is a 20-page ad placed by 


Admiral Corp. to announce its 


the Warner & Swasey Co. Planned 
e Business Week this month has and Developed Advertising to Sell 
put out two highly interesting pro- |Top Management,” shows how this 
motional booklets. The first, “How | 


‘company identified itself to man-, 


1954 television and radio lines. 

agement executives over an 18-| Holiday finished its first six 
year period through a low-cost ad- months this year with the largest 
vertising program. The text of the| advertising revenue in its history 


booklet is an address by D. M. Pat- | —$2,600,000. This is a gain of 


: 
4 


most dollars 


CHEMICAL PROCESSING 
carried ‘he greatest dol- 
lar volume of display 
adverti:ing—25.5% more 
than te second-place 
magaz' o! 


*Figures based on a 12-time rate for monthly moc zines; 
13-time rate for weekly magazines. 


] states of the 


among all chemical magazines! 


In the first three months of 1953, 


most display space 


CHEMICAL PROCESSING carried 
more pages of display advertis- 
ing than any other magazine in 
the chemical field — 29.0% more 
than the second-place magazine! 


CHEMICAL PROCESS- 


ING leads all other chemical magazines in display ad- 
vertising. The charts below are from actual count of 


space inthese Magazin. —_— a oo oe oo oe oe 


most advertisers 


More display advertisers ap- 
peared in CHEMICAL PROCESS- 
ING than in any other publice- 
tion — 47.6% more than the sec- 
ond-place magazine! 
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most exclusive accounts 


More display advertisers chose 
CHEMICAL PROCESSING exclu- 
sively over competitive media — 
100% more exclusive accounts 


than the second-place magazine! 
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$227,000 over the same period in 
1952. The Curtis publication also 
showed a linage gain for the first 
six months. 

CBS Radio points proudly to the 
A. C. Nielsen Co. national ratings 
for April 19-25. The network’s 
daytime and nighttime programs 
captured 25 out of the 29 top posi- 
tions—which CBS says is the first 
time any network has scored “so 
overwhelmingly.” CBS Radio also 
scored a clean sweep in three Niel- 
sen categories: getting all places in 
the top 10 nighttime once-a-week, 
top 10 daytime (weekday) and top 
three Saturday daytime rankings. 

Total paid advertising in the 
June issue of Popular Mechanics 
increased to 135 pages and 12” 
from 117 pages and 10” in the 
same month of 1952. 

An increase of 11% in adver- 
tising revenue for the first six 
months of 1953 over 1952 has been 
announced by Town & Country. 


The magazine also made a 100% 
gain in men’s wear advertising. 

Advertising volume for the first 
six-month period of 1953 
34.5% over 1952 for Scientific 
American. Advertising revenue 
gained 51.3%. 

Cue racked up the third highest 
monthly advertising revenue score 


is up J 


Co., and John M. Sharp, previously 
with Albert Frank-Guenther Law, 
assistant account executives. Louis 
Nicolaus, formerly with Alan 
Radcliff Co., has joined the agency 
as a member of the grocery mer- 


chandising department. June 


Horne, who was with Woman’s 
_Day, becomes home economist in 
charge of its test kitchen. 


in its 20-year history in its May | 


issue. 

Parade reports that all three 
syndicated Sunday magazines 
topped previous records during 
the first five months of 1953 with 
a combined number of 844 adver- 
tising pages. The preliminary tab- 
ulation, barring all house ads, 
shows Parade gained 43.4%; 
American Weekly 38.8%, and This 
Week Magazine 18.1%. 


Paris & Peart Names Four 


has named Alfred A. Lawton, for- 


merly with Whitehali Pharmacal pointed advertising manager of 


Fischer Names Sander Rodkin 


Fischer Corp., Chicago, a newly 
formed company manufacturing 
upholstered furniture, has ap- 
pointed Sander Rodkin Advertis- 
ing Agency, Chicago, to handle its 


advertising. Plans include inten- | 


|sive promotion in newspapers, con- 
sumer magazines, trade publica- 


tions, point of sale material and_ 


|direct mail. 
| 


Burton Named Denison A.M. 


Marion E. Burton, formerly an 
Paris & Peart, New York agency, account executive with J. H. Maish 


Agency, Marion, O., has been ap- 


eQOCRRa bt 


JOHN S. BROOKES, who joined E. J. Brach 

& Sons, Chicago candy manufacturer, in 

| 1952, has been promoted to advertising 
and merchandising manager. 


Denison Engineering Co., Colum- 
bus maker of hydraulic presses, oil 
nydraulic pumps and fluid motors 
and controls. 


THE NEW ‘CHAMP’ 


in the eleven western states! 


aman whe 


CHEMICAL 
PROCESS 


.. here, “habit-buying” is not deeply-rooted! 


... here, among the young, vigorous companies of the West, it’s to- 
day’s performance that counts—not yesterday's history! 


... here, the advertising of these companies must prove itself. 


... here, in a few short years, CHEMICAL PROCESSING has forged 
ahead of all other chemical magazines .. . 


AND HERE'S WHY: 


1. EDITORIAL LEADERSHIP — 15 editors give terse, timely, 
technically-accurate information on new processes, tech- 
niques and developments. All staff-written. 


2. HAND-PICKED CIRCULATION — Readers are selected for 
quality only —no “road-blocks” of circulation rules for- 
bid sending CHEMICAL PROCESSING to the men who 
manage! No “dilution” with foreign circulation — it’s all 
concentrated in the U.S. market. 


3. READER-ACTION— Actual response from readers proves 


Represented by: BOB WETTSTEIN 


Los Angeles @ 
San Francisco @ 
Portland @ 


BP) 


that the advertisements in CHEMICAL PROCESSING 
are read and acted upon. Such performance is not to be 
confused with “what people say” they read. Instead, they 
are based on known action, taken by readers, as a result 


of their own reading! 


4. UNIQUE, SQUARE FORMAT —“Wide-open” for the best 
display and greatest visibility of all advertisements. Edi- 
torial matter on every page —with advertisements next 
to editorial content. No solid advertising sections, front 
or back —no “hurdles” for the reader to jump! 


as 


~ pmueanieay 


published by: 
PUTMAN PUBLISHING CO., 11] E. Delaware Place, Chicago 11, Ill. 


Creators of PUTMAN-STYLE mogazines 
Also publishers of Food Processing and Food Marketing 


California Outdoor 


Group Backs Bill to 
Ban Freeway Posters 


San Francisco, June 9—Only 
the signature of California’s gov- 
-ernor was needed today to make 
effective a new outdoor poster law 
passed by a narrow margin by the 
State senate. The measure, regu- 
lating the erection of billboards 
,along “landscaped freeways,” was 
previously approved by the lower 
house. 

By provisions of Senate Bill 733, 
all signs on public or private pro- 
perty adjacent to landscaped free- 
ways in unincorporated areas 
would be banned, with the excep- 
tion of business identification signs 
and real estate signs. Any exist- 
ing posters would have to be re- 
moved within a period of one year. 

The measure was backed by the 
Outdoor Advertising Assn. of Cali- 
fornia as “sound industry policy” 
as it would “protect the freeways 
from indiscriminate” poster ad- 
vertising and “safeguard the in- 
terests of both the public and the 
advertising associations.” The bill 
describes “landscaped freeways” 
as those on which plantings re- 
quiring maintenance have been 
made. 

S. B. 733 was opposed by the 
California Roadside Council, and 
the Citizens Committee Against 
Freeway Defacement on _ the 
grounds that only about 50 miles 
of such freeways exist in the state. 

Joseph R. Thompson of the Citi- 
zens Committee likened it to an 
“anti-narcotics bill that makes it 
illegal to sell dope to people with 
six toes who are crosseyed.” 


Halts WTVS Construction 


The Federal Communications 
Commission has granted the re- 
quest of Jacob A. Newborn Jr. to 
halt further construction of televi- 
sion station WTVS, Gadsden, Ala. 
Mr. Newborn received his Channel 
21 grant Nov. 5, 1952. 


Weiss & Co. Names Blair 

Louis Weiss & Co., Los Angeles, 
distributor of television films, has 
named Robert F. Blair of Cleve- 
land to represent the company in 
Ohio. 


Joins Anderson-McConnell 

Mervyn G. Oakner, formerly 
with Factor-Breyer, has _ been 
named an account executive of 
Anderson-McConnell, Los Angeles 
agency. 


SATINA’S 


} 

| consistent ads in The 

Beacon Journal are 
reaching... 


Qe 


OF THE HOMES 


There’s no other me- 
dium or combination 
of media that offers 


so much for so little. 
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UNITS ond METAL PARTS plus 
IDEAS ond WORKING MODELS : SS 


THE AMERICAN DISPLAY CO. oarron 2 


‘Importer Names Getschal Co. 


John Gross & Co., Baltimore im- 
porter of Maclachlans Eight Bottle 
Scotch whisky, has appointed 
Getschal Co., New York, to handle 
‘its advertising. The account form- 
erly was handled by Elliott Nonas 
Advertising. Tentative plans call 
\for fractional newspaper pages. 


y 4 ae OC Se Nee Se Ce eee OEE Fe: *, 
You cover 3 of the 4 i 
Quad-cities... when you 8 


use these newspapers... 


read by 57% of 


all Quad-citians 
cr» 
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Retail business, No. 1 American ROA Victor Plans 


. ’ 
‘New York Times industry, accounts for $14 billion H S M th 
in sales annually here, through 1X- n 
Booklet Tell: Just 190,087 stores. bagi o 
Three-Part Drive 


- “ws 

How Big the ~ity Is fi The booklet lists railroads with) purapeupura. June 10-—RCA 

New York, June 11—New York New York offices, as well as steam- | Victor next month will launch “the 
has 20% of all the nation’s manu- ship lines, air line companies, ra- most intensive advertising and 
facturing establishments, accord- | dio and TV stations, newspaper promotional campaign in any 8ix- 
ing to a new handbook published | feature syndicates, photo and news month period of its history” to 
by the New York Times for indus- services, and foundations. Also support its new Rotomatic tele- 
trial advertisers. 'given are permanent expositions wile Get Vine ond tts tallies end 

The 66-page booklet shows the and management companies; in- | bhonographs. 
amount of business done in New dustrial laboratories; engineering — the campaign—budgeted 25% to 
York’s metal industry to be nearly and financial companies, and fed- 39 ¢, higher than last year—actual- 
$2 billion annually; the sales vol-| eral, state, city and foreign gov-| ly will be composed of three sep- 
ume of service industries to be $1.5 ernment offices. arate drives. 
billion, and imports and exports Copies of the booklet, called) The first drive for the Rotoma- 
moving through the port to total|““New York, America’s Biggest In- tic, which automatically tunes in 
‘nearly $8 billion. dustrial Market,” are obtainable the picture, will run through July 
| The New York industrial area, from the research department of and taper off in August to resume 
according to the Times, contains the Times. in September and continue through 
48,304 industrial establishments, | the Christmas holiday season. It 


berg ee Se aan ae Evans Fur Account will be kicked off with a b&w 
e number of e : "hice ‘spread in the July 13 Life followed 
totals 1,604,184—or 11% of the 14, 2°haem Soaen handle the| by a similar spread in the July 18 
294,304 industrial employes in the Fyans Fur Co. account. Arthur The Saturday Evening Post. Also 
nation. Wages and salaries here weyerhoff Co. formerly handled to carry spreads are Better Homes 
‘come to $4,932,996,000, while the this major user of radio and TV @& Gardens, Progressive Farmer 
‘country’s total is $39,689,527,000. | in Chicago. and four others not yet scheduled. 


Graduation and accompanying schoolday memories 
should be preserved. School and college yearbooks 
produced on Champion's Satin Proof Enamel or 
Wedgwood Coated Ollset are a symbol ol joyous 
memories lor years ahead. These Champion papers 
result in quality photographic reproductions which 
impart a lasting pride in your class annual. These 
papers are also industry's choice, because of their 


outstanding pressroom perlormance and = distin- 


guished appearance. 
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THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 


St. Louis, Cincinnati, 


WHATEVER YOU 


Atlanta, Dallas and San Francisco 
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The newspaper campaign will 
break on July 12 in some 200 
newspapers in all major markets. 


® A second campaign will run 
simultaneously for the radios and 
phonographs in Air Force Times, 
Army Times, Coronet, Look, Navy 
Times and The New Yorker. Radio 
‘and TV commercials will support 
|\the drive on RCA’s “The Gold- 
bergs,” summer replacement for 
“The Dennis Day Show” on NBC- 
TV and on “Tony Martin Time,” 
summer replacement for “The Phil 
Harris-Alice Faye Show” on NBC 
radio. 

The third drive, for the new 
RCA seven-band portable Strato- 
world model shortwave radio, will 
use four-color inserts in the Sep- 
tember issue of Holiday out in late 
August. Ads will appear in the 
August issues of Field and Stream, 
National Geographic Magazine, 
The New Yorker, Outdoor Life, 
Sports Afield and Time. This is 
the first time RCA Victor has ever 
used one specific heavy campaign 
for one model radio receiver. 

All three drives will be sup- 
ported at the local level with co- 
op advertising, newspaper, radio 
and TV spots and display material. 

J. Walter Thompson Co. is han- 
dling the tri-partite campaign. 


Negro Newspapers 
to Meet June 18-20 


BALTIMORE, June 10—The Na- 
tional Newspaper Publishers Assn. 
will hold its 14th annual meeting 
here June 18-20. 

Over 100 Negro newspaper pub- 
lishers and executives are expected 
to attend and participate in the 
sessions on advertising, editorial 
operations and newspaper financ- 
ing. 

Awards for distinguished jour- 
nalism will be announced at the 
meeting. 

Among participants in panel dis- 
cussions will be Clarence Holte of 
Batten, Barton, Durstine & Osborn 
|}and David Karr, v.p. of William H. 
| Weintraub & Co. 
| 
Sweet's Promotes Hard 

Roy J. Hard, district manager in 
| Detroit, has been promoted to cen- 
,tral regional manager for Sweet’s 
Catalog Service, a division of F. 
|W. Dodge Corp. He will be in 
|charge of the Buffalo, Cincinnati, 
‘Cleveland and Detroit offices as 
well as a member of Sweet’s sales 
| policy committee. He will continue 
to inaintain his office in Detroit. 


TV Retailer Names Agency 

_ Television Co. of Maryland, a 
| chain of television and appliance 
‘stores which recently changed 
ownership, has named A. W. L. Ad- 
vertising, Baltimore, to handle its 
advertising and merchandising. 
|Harold Hirschman has been ap- 
pointed to head the company’s new 
advertising department, which will 
work with the agency. 


TRADE-.MARK 


smbol of Quality 


IT'S A CHALLENGE TO CHAMPION 
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are NOT ALWAYS ; 
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.. even though it looked like one when it was bought, perhaps on a hunch, or maybe 
on hearsay, or on impulse, but later in the cold light of experience it appeared that someone 
paid too dear for the whistle." Mere circulation is no indication of a bargain for your 
advertising dollars; circulation to logical prospects and to the greatest number of logical prospects 
is the only measure of value received. Magazines are the only national media which 


can preselect those prospects for you. That is why, year after year, national advertisers have 


invested more money in magazines than in any other national media... truly a bargain. 
PRODUCING 
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... and it’s attention you need, let color sound off for you. 
Clear and penetrating as the “tenshun” on the parade ground 
color commands and captures the eyes of your prospects... 
and holds them. There is no ‘at ease” until your story is told. 

Color establishes an indelible picture of product, 
trademark, and package and demonstrates your product in 
use far more realistically than any other media. More full 
color is being used in national magazines than ever before. 
Color commands attention and attention commands SALES. 
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As steady and firm and sure as marching feet are the steps that 
Fawcett-Dearing takes to insure the quality of the magazines 
it produces. Aware of the importance to advertisers of sharp 
clear copy and true and faithful reproduction of illustrations, 
quality is the watchword at every stage of production. Fawcett- 
Dearing is always on the alert for new and better methods and 
is constantly striving to improve its own techniques through 
research and experimentation — thus establishing for itself 
and its customers an enviable record in the publishing field. 
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Lever Goes All-Out 
on Pair and Spare 
Nylon Hose Offer 


(Picture on Page 1) 

New York, June 11—Lever 
Bros. Co.’s original premium offer 
of three Cannon nylon stockings for 
$1 plus the end-flap from a pack- 
age of Good Luck margarine has 
suddenly developed into thé “most 
intensive, across-the-board, long- 
range promotion” in its 58 years of 
business. 

To its pair and a spare premium 
promotion, Lever has addea Surf, 
Breeze, Lux flakes, Silver Dust, 
Rinso, Rinso detergent and the 
Pepsodent division’s Shadow Wave 
and Rayve Creme shampoo. 

The pair and a spare plan, which 
offers three nationally advertised, 
top-quality Cannon Mills stock- 
ings, will get advertising support 
by all brands concerned to spear- 
head intensive promotion, pub- 
licity and merchandising activi- 
ties. 


s The promotion was designed to 
eliminate paper work, handling or 
redemption by dealers; to empha- 
size repeat and new customer 


sales, and to boost point of sale 


package promotion. 

The expansion of the premium 
offer was taken after intensive 
study showed that the results of 
initial advertising and package 
promotion exceeded all expecta- 
tions, and that early reaction dem- 
onstrated a marked tendency 
toward multiple purchases and re- 
peat orders. 

The company’s search for a top- 
quality product whose _ present 
buying habits could be influenced 


through new ease and economy of, 
purchase was found in its pair and 
a spare of Cannon nylons for $1, 


a Lever spokesman said. 


s “There are 60,000,000 women in. 


the U. S. and every one of them a 
potential customer for Lever prod- 
ucts. Statistics show that 98% of 
them wear nylons. Average pur- 
chase is 14.4 pairs a year,” he 
added. 

“Our products, generally speak- 
ing, are based on a weekly pur- 
chase cycle. This means that the 
average woman will have an easy 
availability of box tops—or coupon 
inserts—to let her purchase all 
the nylons she needs at a great 
savings.” 

Lever’s offer, on the basis of 
$1 plus the box top, is a saving of 
about 85¢—or, at three pairs for 
$2, a saving of $1.70. 


# The premium supplier, Cannon 
Mills, has a contract with Lever to 
provide highest quality, 51 gauge, 
15 denier, fully proportioned 
stockings in varying sizes and two 
shades. It’s “not a special premium 
offer grade,” officials said. 

In addition to the advertising 
support by all brands, the com- 
pany will shortly launch a national 
pair and a spare publicity cam- 
paign. 


‘Country Gentleman’ Hikes 
Circulation Base, Ad Rates 


Country Gentleman, Philadel- 
phia, has increased its circulation 
guarantee and its advertising rates 
both effective with the February, 
1954, issue. Circulation will ad- 
vance from 2,300,000 to 2,550,000. 
Ad rate will advance from $6,200 
to $7,020 for b&w pages, with simi- 
lar increases in other space units. 

The move is designed to bridge 
some of the gap between the Curtis 
publication’s actual circulation and 
its base rate. Net circulation for 
March went up to 2,573,672, more 
than 30,000 above February and 
nearly 100,000 higher than in Jan- 
uary. 


O'Hara Joins ‘Lifetime’ 


Barney O’Hara, formerly with 
Good Housekeeping, has joined the 
advertising staff of Lifetime Liv- 
ing, New York. 


| 


2» 3.000 


take the pledge 


53 thousand World-Herald readers read the above pledge. 
thought about it, and signed and returned it to us. They have joined 
our Crusade for Safety and have promised to help us in preventing 
death and destruction by traflic. 

This vital Crusade for Safety, a continuing public service cam- 
paign, demonstrates again how readers respond to the leadership of 
The World-Herald. 

In addition to the 53,000 who returned their pledges many clubs, 
churches, lodges, schools, and businesses have pledged their support. 

Farm Bureau’s, 4-H Clubs, P-TA’s and Chambers of Commerce 
throughout Nebraska and Western Lowa are joining this campaign to 
promote traffic safety. Because thinking people are careful people, 
the Crusade for Safety is paying off in lives saved. 

We are enthusiastic about the response of our readers. 

Advertisers spend many; inany dollars to reach people who will 
respond. The World-Herald has proved once more that our readers 
do respond. 


Oma tha. World-Herald 


READ IN 3 OUT OF 5 HOMES 
IN NEBRASKA AND WESTERN IOWA aw 


with 2 billion dollars to spend 


250,832 Daily 258,372 Sunday 


Publisher's Statement for March 31, 1953, as 
submitted to the Audit Bureau of Circulation 


O'MARA & ORMSBEE, National Representatives 


New York, Chicago, Detroit, Los Angeles, San Francisco 
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Union Relaxes.... 


Music Is Better 
TV Spot Buy 
with New Rules 


By Maurine Christopher 

New York, June 10—Don’t be 
surprised if you start hearing more 
elaborate musical jingles on tele- 
vision. 

In a complete reversal of what 
used to be, musicians now are a 
better buy for film spot video as- 


signments than actors and vocal-| 


ists. 

Phil Davis, who as president of 
one of the biggest jingle producing 
factories, Phil Davis Musical 

- Enterprises, has more than a pass- 
ing interest in the matter, thinks 
sponsors will swing to musical 
messages now that instrumentalists 
are available at a reasonable cost. 

He points out that the American 
Federation of Musicians, which 
formerly had a contract calling for 
payment of 5% of station time 
costs for music aired as TV film 
spots, now offers much more at- 
tractive terms. 


s Last fall James C. Petrillo, AFM 


president, declared that the 5% of | 


station time charge policy was 
“never intended” to apply to tele- 
vision film jingles and spot an- 
nouncements. At that time he an- 
nounced a new policy designed to 
give musicians more work in the 
spot field. 

This is the new policy as laid 
down by Mr. Petrillo: 

Federation members may per- 
form for television film jingles and 
spot announcements of one minute 
or less, providing musicians re- 
ceive $27 per man. Leaders or 
soloists receive twice the scale. 

This rate applies for a one-hour 
session with no more than three 
spots per session for a single spon- 
sor. The producer also must sign 
an agreement to pay $100 per an- 


WRITE OR CALL 
FOR YOUR 
PERSONAL SCREENING 
OF RECENT 
TV COMMERCIALS 


Reid H Kay 


Chicago @ St. Paut 
Hollywood 
Established, 1910 


nouncement per year into a union 
trust fund. 

The plan permits unlimited us-| 
age of the spots on any number of 
stations. However, the old 5% 
formula still applies to production 
of television feature films. 


s The AFM reports that nearly 
80 companies have contracts for 
the use of music on film telecasts. 
About 36 of these are agreements 
covering spot announcements, | 
many of which were signed by 
advertising agencies. 

Agencies in the past refrained | 


'from using musical instruments in| 


film spots because AFM agree- 
ments contained clauses aimed at 
keeping unauthorized canned mu- 
sic off TV. They now have an easy | 
way out, Mr. Davis feels. His sug- 
gestion: Let the producer, who 
makes the spots, sign the federa- 
tion agreements and pay the $100 
royalty. 

Before the 1953 Screen Actors 
Guild contract, there were no gen- 
erally accepted standards for pay- 


JINGLE FACTORY— Bosses and agency men watch the talent go through its paces 

as Phil Davis Musicc! Enterprises turns out a TV jingle spot. Left to right are Earl 

“Nemo” Paul, treasurer and musical head of the jingle factory; Phil Davis, president 

and chief of the lyrics department; Alan Wallace, v.p. and radio-TV director, Need- 

ham, Louis & Brorby, and Richard L. Eastland, manager of the Needham, Louis 
New York office. 
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out any repayment provisions. 

In those early days musician’s 
union rates for spots were the 
same as those for TV film pro- 
grams: 

1. $50 per musician (leader 
double) per three-hour recording 
session. 

2. AFM payment of 5% of sta- 


tion time charges for each exhibi- 


tion. 


8 The last provision, which en- 
tailed a mammoth bookkeeping 
job—not to mention the money 
considerations—made the employ- 
ment of musicians for film jingles 
out of the question for many ad- 
vertisers. Instead, with no union 
restrictions on vocalists, actors and 
announcers, many agencies and 


producers turned to a capella vocal 


groups and non-union instruments 
for musical effects. 

In that period Phil Davis Musi- 
cal Enterprises used everything 


ment of performers on TV film The average fee usually was based from cigar boxes to wash boards 
spots. Vocalists, announcers and on American Federation of Tele- to beat out the rhythm. These 
actors negotiated for themselves. vision & Radio Artists rates with- makeshift instruments were com- 
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MAs a businessman. He is one 
of more than a million TIME-read- 
ing family heads who buy, or influ- 
ence the buying of, goods and serv- 
ices for their companies. 


@ As a family man. He and his 
wife and their friends are consistent 
best customers for all types of bet- 
ter products and services. Their in- 
terests are broader, and their means 
way above the national average. 
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bined with vocalists, some singing 
the words, others making like base 
fiddles, banjos, etc. 

To produce such a spot with 10 
vocalists in the pre-contract days, 
non-name singers could be hired 
for as little as $25 each. There was 
no time or geographic limit on the 
use of the spot. 

Then came the settlement of the 
jurisdictional dispute between the 
American Federation of Television 
& Radio Artists, bargaining agent 
for performers on live TV, and 
Screen Actors Guild, with the lat- 
ter getting jurisdiction for filmed 
TV performances. 

With the new SAG contract, by 
Mr. Davis’ arithmetic, the afore- 
mentioned 10 vocalists for “spot” 
use (off camera in Class “A” mar- 
kets) now would cost $325 for 13 
weeks and $1,300 for a year’s tele- 
casting. If the announcements 
were telecast on programs, the 
singers would get $165 each, or 
$1,650 for 13 weeks’ use; if aired 
for a year’s duration, the singers 
would receive $600 each or $6,000 


for the entire group. 

On the other hand, if 10 musi- 
cians were hired rather than the 
10 vocalists, under the _ present 
AFM agreement, the talent cost 


would be $397 for one year’s un-) 


restricted use—$100 to the trust 
fund and $27 each (double for the 
leader) to the musicians. 


® This being the case, in Mr. Dav- 
is’ opinion, the ideal talent combi- 
nation for a film jingle—for ef- 
fectiveness and economy—com- 
bines a maximum of musicians 
and a minimum of singers and an- 
nouncers. 

For example, the Davis company 
recently produced a TV _ sound- 
track for Green Mint mouthwash 
using five musicians and an an- 
nouncer. The cost for a year, $650. 
The breakdown: $270 for musi- 
cians; $100, royalty fee; $280 for 


announcer (off camera). To this, | 
of course, must be added the sub- 
stantial cost of whatever picture 


is produced to go along with the 


/sound track. 


/count executive. 


| KTLA, Los Angeles, «mes 2 
Two have been | oted by 
| Paramount Televisio: ductions, 
land KTLA, Los es. Bob 
'Forbes will head th. ie, distri- 
‘bution, shipping anc ©\ing of all 
|Paramount video iscriptions. 
He succeeds John well, who 


handled the departn ent in 
' York. Joe Coffin, rescirch and de- 
velopment director, wil! handle 
trade publication advertising and 
ads promised to sponsors in con- 
nection with promoting programs. 
Local newspaper ads outside this 
category will be handled by the 
publicity department under the 
supervision of Howard Wormser. 


New 


Davis to ‘Design News’ 


Harlan H. Davis, previously with 
Precision Rubber Products Co., 
has been named sales representa- 
tive in the Chicago area for Design 
News. 


Rosendorf Joins Fairfax Inc. 


Sidney Rosendorf, formerly with 
Alfred Paul Berger Co., has joined 
Fairfax Inc., New York, as an ac-| 


EDWARD SALAS has been named adver- 


tising ger of Sapolin Paints Inc., New 

York manufacturer of household paint 

products. For the past eight years he has 

been advertising manager of Nuodex Prod- 
ucts, Elizabeth, N. J. 


Lane Heads Ad Sign Firm 
Stuart H. Lane, v.p., has been 
elected president and general man- 
ager of American Art Works, Cosh- 
octon, O., producer of advertising 


/metal signs and displays. 


Evidence on request. 


The following research reports present the facts of TIME’s 
readership among the top men of each market listed. Please 
s2nd, by number, for the reports you are interested in. 


Si\AGAZINES READ BY: 


Puyers of office machinery and supplies 


Executives who ship by rail 


Buyers of materials handling equipment 


NO. OF REPORT: 
1096 
1090 
1111 


Best customers and prospects of 60 industrial com- 


panies 


Presidents of U. S. corporations 


1053 
1110 


Top executives and professional men in the 


construction industry 
U. S. purchasing agents 


Engineers listed in ‘‘Who’s Who in Engineering” 


Bank presidents 


Government officials in Washington, D. C. 


““Men on the Way Up” 


U. S. truck owners and prospects 


Evidence on request. 


1093 
1124 
1069 
1047 
1111-A 
1102 
1105 


The following reports present the facts of TIME’s reader- 
ship among known buyers of better merchandise. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 
Home appliance buyers 


NO. OF REPORT: 
1117 


Best charge-account customcrs in 21 leading 


department stores 
Television set buyers 
New auto buyers 
U.S. college graduates 


U. S. holders of air travel cards 


U.S. college students 


1089 
1122 
1108 
1015 
1061 
1121 


Women members of department store college 


fashion boards 
Life insurance buyers 
Buyers of men’s shoes 


Guests at U. S. resort hotels 


International air travelers 


1070 
1128 
1068 
1083 
1131 


In TIME’s International 
Editions, more than 850 


advertisers are reaching 350,000 


of their best customers 


throughout the rest of the world. 


1] two positions to buy 


Whatever you are marketing —from 
heavy plant machinery to lightweight 
summer suits— your prime prospects 
are the readers of ‘TIME. Circulation 
is now 1,700,000 families— America’s 
largest audience of best customers. 
Best customers i ‘wo positions to buy. 
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New York Agencies 
Do 70% of National 
Advertising: Reed 


New York, June 9—About 70% 
of all national advertising origi- 
nates in New York agencies, which 
get better than half the total vol- 
ume of all agencies in the U. 5S., 
according to Vergil D. Reed, v.p. 
and associate director of research 


i for J. Walter Thompson Co. 


Writing in the New York World- 
Telegram, which yesterday pub- 
lished a special section marking 
the 300th anniversary of the city 
of New York, Mr. Reed said there 
are 222 U. S. advertisers who 
spend more than $1,000,000 a year 
on advertising. Of this total, 95 
are located in the metropolitan 
area, with 81 in New York City it- 
self. The 81, he said, are handled 
by 156 agencies here. 


e Advertisers located here account 
for about 30% of all the money 
spent on national advertising in 
general magazines, national farm 
magazines and Sunday supple- 
ments. 

Mr. Reed said the latest Census 
of Business showed 3,279 agencies 
in the U. S. with 38,739 employes, 
with New York accounting for 811 
of the agencies and 15,973 of the 
employes. The agencies’ payrolls 
in 1948, he said, totaled $87,768,- 
000. 


WHIO Shitts Alley, Young 


Wade H. Alley, program director 
of WHIO, Dayton, has been pro- 
moted to business manager of 
WHIO and WHIO-TV. Harvey R. 
Young Jr., commercial manager of 
the stations, becomes assistant to 
the general manager. 


KBTV, Denver, Moves Studio 


Television station KBTV, Den- 
ver, has moved into its new $500,- 
000 studios at 1089 Bannock St. 


Claude Hopkins 


Might Have Answers To 
Your Advertising 


Problems 


As few men have before or 
since, Claude Hopkins knew 
the answers to advertising 
problems. 


One of the highest-paid writers 
in all advertising history, 30 
years ago he summed up the 
fruits of years of copy testing 
in a small, long-out-of-print 
book titled, “SCIENTIFIC 
ADVERTISING.” Amazingly, 
these money-making ideas of 
his were all but forgotten dur- 
ing the years this work was 
not available. Famed research- 
er Alfred Politz, who rediscov- 
ered the book says, “Hopkins 
knew then what we are only 
beginning to re-learn today.” 


Now this small masterpiece has 
been re-issued as a service to 
all Advertising. It is priced at 
only $2.00 per copy. Anyone 
who plans, writes or pays for 
advertising will find its read- 
ing enjoyable and may well 
find relief from many doubts 
that trouble him. 


Discount prices on orders: 5 to 9 
copies, 10°, off .. . 10 to 24 copies, 
15% off... 24 to 49 copies, 20% 


off... 50 or more copies, 25% off. 


Moore Publishing Co., Book Division 43 
46 West 38 St., New York 18, N. Y. 


SEND ... COPIES 
“SCIENTIFIC ADVERTISING’’ 

@ $2.00 [) Check [] Money Order 
Nome 

Address 


City State 
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U.S. Networks Accused by British 
of Poor Taste in Handling Coronation 


Advertising Age, June 15, 1953 


,agreed upon oral» and in writ-| 
|ing with NBC, Ck. and ABC for) 
the coronation. T). BBC said the 
|American broadc ers said they 


onation would be in the greatest plaint seems to depend on whether 
dignity and good taste and con- public interest in the controversy 
sistent with the U. S. coverage of waxes or wanes. 

the recent inauguration of Presi-| A spokesman at CBS said the 


New York, June 12—Britain’s| questions. The BBC said it had|“would have to 


handling of the filming of the cor-_ 
onation of Queen Elizabeth II 
rated rave reviews in this country. 

Not so the televising of the his- 
tory-making event by U. S. net- 
works and sponsors in Britain. 
Quite the contrary. 

First voice raised in London 
against the U.S. networks and ad- 
vertisers was that of The People, 
the Socialist newspaper, which ac- 
cused the American companies of 
“insulting” Queen Elizabeth by in- 
serting commercials during re- 
broadcasts of the ceremony. 

“One showman actually broke in 
on the religious ceremony with a 
picture of a so-called human chim- 
panzee and a question whether 
there are queens and coronations 
in the monkey kingdom,” said The 
People, as quoted by Reuters. 

(Eprror’s Note—The unidenti- 
fied monkey was J. Fred Muggs, 
Dave Garroway’s sidekick on 
NBC-TV’s “Today.”’) 

“And there were other plugs for 


soap, salad oil, jewelry, race 
tracks, 3-dimensional films and) 
cars...and a couple of sa myphorectoe 
to motor cars as ‘America’s crown | 
jewels’ and ‘the queen of the) 
road’.”’ 


® This was the start of a cascade | 
of criticism, with other English | 
papers accusing the U. S. networks 
of bad taste and over-commercial- | 
ization. General Motors sponsored 
NBC’s radio-TV coverage of the) 
Queen’s big moment; Willys Mo-| 
tors carried the event on CBS ra-! 
dio and video. Peppereil Mfg. Co. 
presented the broadcast on ABC, 
where the telecast was aired sus-. 
taining. 
The British comments, to some. 
extent, were an echo of the re-| 
frain started by U. S. critics, sev-| 
eral of whom felt CBS and NBC) 
could have exercised better judg- | 
ment in the placement and length 
of the commercials. Aside from. 
American papers, the British com-. 
plaints were based on reports from | 
Reuters and the New York office— 
of the British Broadcasting Corp., 
which made the films and audio 
available to American broadcast-| 
ers. 
® Heresay also seems to have 
played a part in the rhubarb. The 
London Daily Herald printed a re-| 
port that the presentation of the) 
Bible to Queen Elizabeth was in-!| 
terrupted on some stations for a. 
“plug for a deodorant.” 
By midweek, the BBC in Lon- 
don, which at first declined to 
comment on the affair, issued a 
statement in answer to various 


(ADVERTISEMENT } 
Hess Brothers’ Director 


Paul H. Greaser has been elected “| 
director of Hess Brothers, Allentown, | 
Pa. Mr. Greaser and 463,609 other men | 
of action throughout American busi-— 
ness read The Wall Street Journal | 


daily. What an advertising medium! 


“received confirmation of reports | 


that the broadcasting of the coro- 
nation service from Westminster 
Abbey was marred in the States 
by the introduction of advertise- 
ments.” 

In the statement, the govern- 
ment-owned corporation also de- 
tailed the advance arrangements 


ment of their cos‘ 


but agreed to stic!- 


ice sponsorship,” 
service in the at 
isolated from any 


s The BBC was 


ing to its statemer.' 


lic service sponso. 


- ek reimburse- 
oy advertisers” 
‘> “public serv- 
th the religious 
y “completely 
sponsorship.” 


dent Eisenhower.” _network’s agreement with BBC \ 

At press time, the BBC still has | had not been violated and that no 
not expressed its displeasure to commercials were used during the 
the persons most directly involved | religious portion of the ceremony. 
—the officials of CBS and NBC NBC offered no official comment; ' B 
in New York. BBC told Apvertis- | sources at the network, however, | @ 
ING AGE that an official protest to indicated that they felt they had i § 
the networks is “under considera-| kept their pre-coronation agree- | 
tion.” Whether or not the BBC' ment with BBC. They said no a 
goes ahead with a formal com- commercials were used during the | i 


-ssured, accord- 
that the “pub- 
‘hip of the cor- 


Why not? After all, the Chemical Pr, 
of output since 1940 — stepped up ay 


plants and equipment. But you 
come rolling in your front door. 


“It sounds crazy,” you say. “What about my" 
What about my competition? Those guys are giving us a real run for our 


money. What about...” 


Okay. So what you really want to know is how to sell this multi-billionaire of 
a market better, faster, cheaper, than you ever sold it before in your life. 


Can you? Yes, you can! 


Where do you start? Look around! What developments are 
the Chemical Process Industries? What problems are the chem 
biggest headaches? Corrosion, for instance. Pollution control, { 
Developments like petrochemicals. Red hot! 


How can you be sure? Watch what the editors of CHemicaL ENGINEERING are 
up to. Your market opportunities are midwifed right in their pages. Pollution 
control? The first all-out attack on this arch enemy dates back twenty years. 
Printed a baby library on it since. Petrochemicals? CE’s editorial team was 
working on it as far back as °22. This is their job the way they see it. 


And the way they see it, this is applied chemical engineering . . . a publishing 
service no one else is delivering to this demanding market. It’s the kind of full- 
powered editorial performance needed for high readership, low cost advertis- 
ing that helps you sell more to industry’s fastest-moving market. 


% 


CH 


dustries have quintupled value 
mp ending twenty times over for new 
“ Bet and just wait for the orders to 


s costs? They’re skyrocketing. 


EMICAL PROCESS INDUSTRIES 
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religious service in the abbey. , England, where radio is exclusive- ish commercial teley.on would cause American television spon- 
ly government owned. sink to this kind of ‘. ng.” sors insert advertising plugs in the 
s Whatever the merits of the Brit- Laborite Christopher Mayhew, | coronation film. Why the outcry? 
ish charges, they may turn out to Reuters reports, has said he will | s A hint that the ©‘onc-throwing Is commercialism less repellent 
be a very good weapon for English’ ask an investigation of the “al-| British might give 4 thought to when it is sanctimonious?” 
opponents of sponsored television. | leged bad taste” displayed by the their own glass houses came from 

The present administration in U. S. telecasters in their use of the|a reader of the Lorcon Evening 

England has come out in favor of | BBC films. 'Standard. Pointing out that the Cohen Gets New Products 
letting private enterprise into| “I am very glad that the menace! British were being charged 70¢ _ Whitehall Pharmacal Co., New 
British television, and several of commercial TV has been| admission (proceeds going to the York, has named Harry B. Cohen 
companies, including newspaper brought home so dramatically to church) to see the coronation dec- td agg — ance ae be 
publishers, have put in bids for the British public,” Mr. Mayhew orations in Westminster Abbey, coaian pe Egy acdnenta alia seeds 
licenses. The pros and cons of such’ said. “I have no doubt that after the letter writer asked: P P 


a move have been hotly debated in a period of good intentions, Brit- “A howl of protest goes up be- fall. 


urkot anv img about 
Gaon btu? 


POLLUTION CONTROL means life and death 
economics . . . threats of water shortage and chok- 
ing off expansion in the CPI’s biggest growth era. 
And it’s opening wide a whopping $18 billion 
market these next 10 years for your equipment, 
materials and engineering services. 


years? 


CORROSION — An insidious waste that eats up 
better than $8 billion in industry each year. The 
process field’s very nature — corrosive fumes and 
liquids, the chemicals handled — makes it first 
choice for makers of protective coatings, materials 
of construction and equipment that stand up 
under stiff operating conditions. 


sales in the nex 


PETROCHEMICALS! Here’s the glamour baby 
of the market, Not a new industry ... not a dif- 
ferent industry .. . but one building. so fast it’s a 
problem to keep up with new plants and latest 
developments. How fast is best evidenced by the 
petroleum field’s capital spending program . . . tops 
in the CPI since 1947. This year . . . $2.9 billion. 


YOU'LL HIT ALL THREE ... and a lot more 
with this publication. For what’s uppermost in the 
chemical engineer's mind is foremost in CE, And 
what’s more logical than a tie-in of your product 
when the prospect is looking for a solution to his 
problems in... 


more engineering- tion men read it... 
2» 


more advert more pages init... 


ABP 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


ably begin in late summer or early | 


HUGH RYAN, v.p. and art director for 

the past 18 years at Ruthrauff & Ryan, 

New York, has formed his own art di- 

rector and consulting business in New 

York, specializing in package goods, food, 

automotive and television fields. Offices 
are in the Biltmore Hotel. 


‘Farm Journal’ Offers 
Space on Regional 
Basis in September 


PHILADELPHIA, June 11—Farm 
Journal advertisers may buy re- 
gional portions of the magazine's 
circulation starting with the Sep- 
tember issue. Also, they will be 
able to vary space in the three re- 
gional editions for ads which in- 
corporate dealer or distributor list- 
ings. 

Under this new setup, Farm 
Journal Inc. is offering advertisers 


_ with less than national distribution 
jan opportunity to use the publi- 
cation more effectively. Or, if they 
wish, they may change plates from 
‘edition to edition and give their 
‘copy a regional application. 
| Rate cards on the new policy 
/will be released in a few weeks. 
The flexibility this arrangement 
| affords dates back to last Novem- 
\ber, when the publication began 
ithe three regional editions—cen- 
tral-eastern, southern and west- 
ern (AA, Oct. 20, °52). Until now, 
however, advertising has been sold 
/on a national basis only and in 
_units of uniform size. 
| 


| Gibraltar Promotes Two 


| William P. Katz, formerly v.p. 
‘and director of production, has 
been promoted to executive v.p. 
‘in charge of production of Gibral- 
‘tar Corrugated Paper Co., North 
| Bergen, N. J. In addition, William 
'H. Greenberg, formerly v.p. and 
'director of sales, was named ex- 
ecutive v.p. in charge of sales. 


the counts y for 


, | Firestone Tire & Rubber Co. 


the science selling with signs 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


600 Neon Avenue, Lima, Ohio 
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Sales and PR Notions... 


e@ Reilly Electrotype Co., New 
York, has developed a novel direct 
mail piece by taking a cue from its 
trade advertising campaign. 
Reilly’s trade series features the 
reproduction of American pennies, 
so the mailing goes it one better. 
Each addressee gets in the mail a 


You can Knotty ety on REALLY &eecocime 


PENNY PITCH—Real pennies—seven of 

them-—-were pasted on this Reilly Electro- 

type Co. trade reprint, which was made 
into a mailing piece. 


DERUS ASSOCIATES 


You Get To Be A Leader By 
Doing A Better Job Than 
Anyone Else! 
Home Office 
420 N. MICHIGAN 


CHICAGO 11 
Phone SUperior 7-4360 


Merchandising Devices 


9x12” envelope carrying the head- 
line of the latest Reilly ad. Inside 
he finds a heavy glossy stock proof 


of the ad, but with real new pen- | 


nies pasted 
(seven of them 
mailing). 


e Fun-Dial, a pocket guide for 


| conventioneers, is now being mer- 
_chandised to exhibitors by Kasell 
| Art-vertising, Chicago. Kasell says 


the 6” two-color dial is available 
for all major cities in the U. S., 
for each of which it lists 50 to 100 
places of interest under such cate- 
gories as transportation, hotels, 
restaurants, night clubs, etc. The 
dial is sold exclusively to one ad- 
vertiser for each show, and carries 
his imprint. 


e@ Seaside Oil Co., Santa Barbara, 
Cal., recently called in an astrolo- 
gist to sharpen the super-service 
offered at its stations in Arizona 
and California. Along with the gas 
and oil, Seaside customers are now 
being offered individual horo- 
scopes written by Caroll Righter, 
“Moviedom’s personal consultant.” 
Since the customer will be invited 
to return for a new horoscope each 


month, the company is looking for 


AT LOWEST PRICE 
IN TV HISTORY ! 


and the saving is 


on to you. With our 35 years of 
now - How, we showmanship 
into your TV spots at economy rates. 
Send in your Storyboards for quotes 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


in the right places) 7 
in the current) — 


RES pm mapa gt af Ta Oe 


| 
| 


j 
| 
} 


LONG MESSAGE—An _ accordion-pleated 

stuffer that was 32” long when opened 

featured this Americon Smelting & Re- 
fining Co. mailing. 


new repeat business from the pro- 
motion. 


@ A direct mail piece which dis- 
tributors for American Smelting 
& Refining Co., New York, are 
sending to their customers uses an 
effective twist on a_ well-worn 
opener. 

“A Collect Message... You Col- 
lect” introduces an _ accordion- 
pleated “telegram” which is 
stuffed in a die-cut messenger’s 
pouch. Opened out to its full 32” 
length, the message turns out to be 
a graphic demonstration of the 
Asarco sales pitch saving money 
on bronze bars, tubing and shapes. 
John Mather Lupton Co., New 
York, designed the piece. 


4 Canada Dailies Name Hara 

R. B. Hara, for the past 15 years 
advertising manager for the Tor- 
onto Telegram, has been appointed 
Florida advertising representative 
for the Telegram, Montreal Gaz- 
ette, Hamilton Spectator and Ot- 
tawa Citizen, effective the latter 
part of September. Mr. Hara will 
develop travel and tourist adver- 
tising for the four dailies. 


Direct Mail Volume Rises 


The Direct Mail Advertising 
Assn. estimates dollar volume of 
direct mail advertising for the first 
four months of 1953 to have been 
$419,578,903. This represents a gain 
of about 642% over last year’s 
four-month volume. April, 1953, 
dollar volume was $105,653,499, a 
gain of nearly 8% over last April’s 
figure of $97,849,353. 


— 
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National Nielsen Ranking of Radio Programs 
Week of May 3-9, 1953 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,969) 
1 ie Ny I CIO Re Cn Mo ciccsccvnsscssnocnasecnsesoocsecciesnes 4,207 
2 Vou Bet Ver Bile (BeSets Matar, FOBT) nn... .c.cciciscccssccccssccssseccscscsesscosssss 4,028 
3 cg os saicacusscusabvandivavaisrosadssasvvonaes 3,760 
4 Big Story (American Cig. & Cig., NBC) .....ccccccsssssssssssssssessssesseseensneen 3,491 
| SU TI CIMROTIO TRIN, CUED saci sisicinscccccseniesicisescssscsisiecsicssssaiees 3,446 
6 Great Gildersleeve (Kraft Foods, NBC) ............c:ccc:ccceeceessesseeeeeeeeeneneeees 3,222 
7 Comes MiaC arty Gawd (Hudnut, CBG) ciccccsccnsccsssscscsscscsssssssssscssessssesses 3,088 
8 Arthur Godfrey’s Talent Scouts (Thos. J. Lipton, CBS)..............c000 2,999 
9 I a i I a occa ccsicesovencinsevsscsohersnevistecsdcsvonssessedies 2,954 
10 Father Knows Best (General Foods, NBC) ................ccc:cccceceseeeeeeeneeereees 2,909 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,164) 
1 One Man’s Family (Miles Laboratories, NBC) ............c:cccccccecceseeeeeneeaes 2,462 
2 News of the World (Miles Laboratories, NBC) ....................cccccceeeeeeeees 2,238 
3 Rone Ranger (General Mills, ABC) .........cccscccrcccrscsccrsscccsscscoscosssnresesesenss 1,701 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,556) 
1 Romance of Helen Trent (Whitehall, CBS) ...........ccccccccccseceseeceeseeeeeenes 2,909 
2 RN MEE NEN UPR, CUNO), siccaiascsncsstenscascssrecsiscnseusoessasascnsentenvass 2,730 
3 ee ES IIR UDI os cccncosacsssdennssvouoccssacnessvossenseetnesnnces 2,685 
4 I I ME MIEIED cv ccsnsesrcensscesensescssenascdstsatssevoasosassaneassnpesnanes 2,64) 
5 RN CO I a cocsssasaccavanticcassvionessercscibssscsconsseonassnstecsesvesceounnere 2,596 
4 Wendy Warren & the News (General Foods, CBS) .............:.:::sccsceeees 2,596 
7 Pe ie IE ME, HUD vidccnsvecercncctccssssoscccsosscssacesococnccnsesseoesonnes 2,551 
8 I A a sctescnasoncssvassadsnedssnsvssesusssapsnteodenuenstad 2,506 
9 Arthur Godfrey (Liggett & Myers, CBS) ..........ccccccccecseeeeeeseeteeenenneennees 2,462 
10 Aunt Jenny (Lever Bros., CBS) ............cccccccscsscosccsscsercssessecserssrsccnsonsenss 2,462 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (806) 
1 True Detective Mysteries (Motorola, MBS) ..........:ccccccccseeseeeseeeeeeeeenes 1,880 
2 World Music Festivals (Willys-Overland, CBS) .........:.c.cccccceeeeseeeneeeeteeees 1,298 
3 PR I CP MIE sivavscsiccnsnscesetsnsssossncossssesacoscaeosenantescanaessanes 1,253 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,387) 
1 Theater of Today (Armstrong, CBS) ..........ccccccscsscesseesesesteeeeeeeseseeseeeses 2,506 
2 Stars Over Hollywood (Carnation, CBS) ...........cccccccccceeeeseeeteeeeeseenneeenes 2,417 
3 City Hospital (Carter, CBS) ............ccsssscsccscsssccsssseseessecsenssssserscessneesoeees 2,193 


*The percentage of homes reached (‘Nielsen-Rating’) may be determined by 
comparing the number of homes reached with 44,756,000, the 1953 Nielsen estimate of 
total U. S. radio homes. 


Hartenbower Heads KCMO TV.| U.S, Rubber Using 
Radio and FM Operations sate 

Variation of 3-D 
named general manager of televi-| , 4 Page inser t 


E. K. Hartenbower has been | 
sion, radio and FM Mag reco J In 
ity. KC -TV, | 
ee Sete | New York, June 9—U. S. Rub- 
/ber Co. is using a form of three- 


‘dimensional advertising in a four- 
page color insert in next Friday’s 
issue of Retailing Daily. 

Timed to break just before the 
summer furniture show in Chica- 
go, the insert contains two side- 
by-side pictures. A mirror must be 
used to obtain a 3-D effect. 

The ad is for U. S. Rubber’s 
Naugahyde vinyl upholstery fab- 
ric and has the “3-D texture” of 
ithe plastic as its theme. It was 
prepared by Fletcher D. Richards 
Inc. 


R. W. Evans E. K. Hartenbower 
which received a construction per-_| 
mit June 3 for Channel 5, is ex-_ , 
pected to be in operation by Oct. 1. Silex to Buy Chicago Electric 
R. W. Evans assumes over-all Silex Co., Hartford manufactur- 
maragement of the KCMO radio er of the Silex glass coffee maker, 
operations. Clarence E. Breazeal has completed arrangements to fi- 
remains as assistant manager to’ nance purchase of Chicago Electric 
Mr. Hartenbower and also assumes | Mfg. Co., Chicago. The financial 


full management of KCMO-FM proposal will be submitted to the 
| Transit Radio. | stockholders June 18. 
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Today, another inspiring chapter is being written in 
the Pittsburgh story . . . a book whose glowing 
chapters tell of a great city being built anew .. . of 
gleaming new office buildings, hospitals, industries, 
highways and parks. 

On June 15, KQV—for twenty years Pittsburgh’s 
leading local forum and radio market place—joins the 
great CBS Radio Network. 

So now more than ever, the station for selling 
Pittsburgh’s rich industrial market—more prized now 
than ever because of the city’s great new vitality—is 
KQV, Pittsburgh’s Aggressive Network Station... 
the steel capital’s new voice of CBS Radio. 

Obviously, everyone’s now moving to the new KQY. 

Won't you? 

KQV ... 5000 watts... 1410 on the dial... but 
now on the CBS Radio Network. 


Pittsburgh’ Aggressive Network Staton 


National Representatives: WEED & CO. New York + Boston + Chicago « Detroit » San Francisco « Los Angeles 
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Pittsburgh Agency Head Develops Plan to 
Help Young People Gain Agency Experience 


PITTsBURGH, June 9—The presi- | He describes his first junior adman 
dent of a Pittsburgh advertising, as “callow, unsure, but likeable.” 
agency has found a solution for|For $1.25 an hour, several hours 
the thousands of advertising stu-|a week after classes, the. boy ran 
dents whose hearts have sunk with | errands, delivered art work, as- 
despair at the words, “Come back! sisted the receptionist, did some 
and see me when you've had some filing, and “watched our account 


ganization. 


experience.” 

W. Craig Chambers, president of 
W. Craig Chambers Inc., is pro-_| 
viding a helpful nudge into the ad- 
vertising world for college stu- 
dents—by the simple device of 
creating parttime jobs. 

Mr. Chambers is convinced that 
a legion of talent has been jilted 
into abysmal nonentity by the ad- 
vertising world’s indifference to 
graduates “without agency experi- 
ence.” 


@ Here’s what Craig Chambers 
did: 

Long acquainted with the aver- 
age advertising aspirant’s exasper- 
ation at the rebuffs of employers 
who wanted experienced admen, 
but didn’t help provide them, he 
canvassed his employes to deter- 
mine the individual tasks they dis- 
liked. 

He came up with a list of tedi- 
ous, time-consuming duties, such 
as filing art work and cuts, clip- 
ping and filing tear sheets, timing 
television commercial spots, etc. 
He compiled these into one job, 
and made an opening which was 
quickly filled by the University 
of Pittsburgh placement bureau. 

Now, under the “Chambers 
Plan,” when the undergraduate 
goes to market seeking a career 
job, he’s got practice as well as 
theory. 


s Mr. Chambers’ forthcoming 
agency-freshman will be his fifth. 


-executives and clients from a re- 
-spectable distance.” 


Soon the youth was writing a 
few TV spots and was familiar 
with agency procedure, graphic 
arts and publicity and promotion. 

As a result of this parttime ex- 
perience, this first trainee was 
able to land a job with one of the 
biggest agencies in the country, 
Mr. Chambers said. 


a The “Chambers Plan” back- 
fired once, and a student had to be 
fired. Too long and too intent per- 
usal of office magazines was his 
downfall. But even that small 
tragedy had its brighter side, Mr. 
Chambers pointed out. 

“The lad learned a big lesson— 
fortunately early enough. He later 
told me he was grateful for the 
chance he had been given and sin- 
cerely acknowledged his error.” 

So far the girls have the edge as 
clever, diligent and competent ad- 
| vertising prospects. Mr. Chambers’ 
current protege is a good example. 
‘Ann McGrath, a 20-year-old Du- 
| quesne University coed, works aft- 
'er classes. Besides the more irk- 
some tasks, she’s learning from 
professionals the tricky side to 
|copywriting and layouts and the 
other vital essentials to an adver- 
tising career. 

“Ann is doing so well, we let her 
make her own hours,” the agency 
head said. ‘‘“Many nights she’s still 
busy long after everybody has gone 
home.” 


Druggists Offered 
Store Modernization 
Plan to Boost Sales 


New Brunswick, N. J., June 
11—Johnson & Johnson, pharma- 
ceuticals producer, has set out 
to create increased sales for drug- 
gists through a program of store 
modernization. 

As part of the program, a movie, 
“Design for Selling,” shows how 
a druggist converted his old- 
fashioned cluttered up store into 
a modern traffic-building estab- 
lishment. The message of the film 
is that cluttered shelves and aisles 
make it difficult for customers to 
find what they want or to be ex- 
posed to new products. 

Besides this, the drug products 
maker is providing a moderniza- 
tion kit which covers publication 
and direct mail advertising and_| 
out-of-store promotions; plans 
for store layouts with a master 
plan sheet making it easier for the 
druggist to modernize step by step, 
and a guide to the selection, eval-| 
uation and training of sales people. 


s The company also offers to sup-| : 


ply druggists with a motion picture 
that demonstrates basic selling 
principles and to provide sets of 
home study sales training courses 
for store employes. 

The program was produced un! 


der the supervision of W. E. Saw- i— 
director of merchandising * 


yer, 
services for the manufacturer. 


E. G. Gerbic, v.p. of advertising | we 


and merchandising, said that the 
company felt it is responsible “to| 


Brake Shoe Boosts McGuire 


Nelson M. McGuire, advertising 
manager for three divisions of 
American Brake Shoe Co., New 
York, has been promoted to assist- 
ant advertising manager for the 
company. Mr. McGuire will con- 
tinue to be located at headquarters 
of the American Manganese Steel 
division, Chicago Heights, Ill. 


Rambeau Opens New Office 


William G. Rambeau Co., radio- 
TV station representative, has 
opened a San Francisco office at 
607 Market St. Roy D. Soderlind, 
formerly with Foote, Cone & Beld- 
ing in Los Angeles, has been 
named manager of the office. 


Peoria Savings Names Agency 


Peoria Savings and Loan Assn. 
has named the Peoria, IIl., office 
of Jackson, Haerr, Peterson & Hall 
to handle its advertising. 


No Whndle: ‘zie And. Horniet Fave About Thoin Big News 


Hotpoint 


Sya 


te oe 
mee aaa Reger 


SPONSOR MOVES !N—Hotpoint Co. is linking its TV and radio program, “The Ad- 

ventures of Ozzie & Harriet,” with its magazine campaign in its color spread sched- 

uled for the June 29 Life. Photos of the refrigerator were taken in the Nelson home 
in San Francisco. Maxon Inc., Detroit, is the agency. 


First Advertising Essentials Show 
Pulls 4,000 a Day to Crowded Aisles 


NEw York, June 9—This humid} Polly Bergen, 
day in New York saw a_ huge! among others. 
audience of 4,000 crowding the There were more than 100 pre- 
aisles of the first Advertising Es-|sentations by graphic arts sup- 
sentials show which opened to-|pliers, art services, display pro- 
day at the Biltmore. It was the!ducers, photographers, premium 
first trade market meeting place| marketers, film producers and 
for the requirements of advertis-| others with specialized advertising 


of Hollywood, 


sienineniaateiinta alan cinmeeimatiaiiae 


te 
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Licensing Needed 
in Public Relations 


Profession: Bernays 


New York, June 9—“If public 
| relations is to survive as a sepa- 
|rate profession, its practitioners 
should undergo licensing by the 
State as have those of medicine, 
_law and other professions fraught 
with public interest,’ Edward L. 
_Bernays, public relations special- 
ist, told an audience at the New 
‘School for Social Research here 
tonight. 

Speaking on “Public Relations 
Graduates Never Graduate,” Mr. 
Bernays said that “excesses in 
public relations have developed 
without such state supervision 
and threaten the existence of the 
field.” Leaders of the profession 
should demand “standards of 
character, experience and train- 
ing” for their own and the public 
interest, he said. 

A public relations association 
|consisting of students and alumni 
of the New School who have spe- 
cialized in the study of public 
relations and communications was 
launched at the meeting. 


® This is the second time in re- 
;cent weeks that Mr. Bernays has 


monk regen nme = alma ‘ublicly advocated the licensing o 
ant A : s haps the most noticeable| public relations counselors. In the 
tising field. parnag June issue of the Rotarian he en- 


The show was opened at 12:30) 
in the presence of advertising | 
leaders, with S. H. Ensinger, v.p. | 
and ad director of Remington) 
Rand, officiating and was graced) 


thing observed by AA’s reporter— 


, : A j his same 
besides Miss Bergen—was the riot gaged im a debate on tl : 
of color in just about all forms of SUbJect with Joseph W. Hicks, who 


advertising represented. These heads a Chicago public relations 
| firm bearing his name. 


were exemplified most of all in| fn the Rotarian debate, Mr. 


a | 


provide druggists with all the tools * : 


necessary for successful retail mer- | py 


chandising in addition to creating 
product demand through advertis- 
ing support.” 

He said that the average drug- 
gist can improve sales volume at 
least 20% within the first year 
through modernization and reor- 


HARD WORKER—The TV and radio divi-. 
sion of Raytheon Mfg. Co., Chicago, speaks 
up for appliance dealers in this b&w page 
scheduled for the NARDA Newsletter, ex- 
pressing the manufacturer's appreciation of 
dealers who are helping to build Raytheon | 
sales. Cowan & Dengler, New York, is the! 

agency. 


by the appearance of winsome the effects achieved by color trans- 
parencies, which have taken a hold 
particularly on point of purchase 


Humor Continues advertisers. 
- Then, too, 3-D showed up as a 
in Englander Ads powerful contender in many 


graphic arts phases such as in 
et anew ng nating Of teshnlaues in printing, in photog 
mattresses can pay dividends. [eee Sh SERS See See 

That has been the discovery of 
Englander Co., manufacturer of 
the Airfoam mattress and the Red- 
Line Foundation ensemble. In a 
series of magazine ads headlined 
“No Matter How You Sleep, You’ll 
Sleep Better on an Airfoam Mat- 
tress by Englander,” the art work 
will combine straight beauty ap- 
peal with touches of humor. 


relief and sculptured alphabets. 
Visual aids equipment in view- 


tion captured much of the atten- 
ition of the advertising men pres- 
ent. 


s For those present who had per- 
haps but an inkling of the many 
: diversified forms of advertising, 
Dominating the ad is a sketch of | acide from media, there was edu- 
a young woman sleeping soundly | cation, an awakening of the pos- 
and gracefully. Superimposed ov-| sipilities of turn-table flashers, 
er this drawing are four of the| charts and presentation displays, 
famous Englander “sleepers,” | celebrity advertising, comic books, 
amusing illustrations of people in| sqyertising and television motion 
various sleeping positions. Sleep- | 
ers pictured are the “Littlest An- | premium and gift promotions, tape 
gel,” “Big Boy,” “Compact,” “Jit- | advertising, 
terbug” and “Halfback.” ‘and other forms of getting the 
The sleepers proved a decided | product accepted and sold. 
success when they were used in| The show was the direct result 


ads in early 1953, according to of many discussions in advertising 


Richard W. Girvin, advertising di- | circles about the long-recognized 

rector. The company has had 4 neeq for a trade market meeting 

large number of requests for re-| njace devoted to exchanging idvas 

productions of the figures. ‘and viewing the latest develop- 
'ments in various essential tools of 

s The latest promotion, twice aS the trade. 

extensive as the one the company | 

conducted during the summer and | 


It will feature both the Airfoam People milled and thronged about 
and the Red-Line Foundation en- and shoved for vantage points be- 
semble. |cause, after all, they had come to 

The campaign will cover the gee the exhibits. Officials simply 


Goodyear TV Playhouse Oct. 
and 25 and Nov. 8. Goodyear will! wei] Heads Razor Firm 
devote its advertising time to the| Sidney Weil, executive v.p. and 
use of Airfoam in bedding and to a¢ one time v.p. in charge of sales, 
Englander, the only manufacturer has been elected president of 
making Airfoam mattresses. ‘American Safety Razor Corp., 
Ads in newsp*pers and local TV Brooklyn. He succeeds J. B. De 
spots may be u ed also. Mesquita, who has been named 
The entire campaign will be re- Chairman of the executive egg 
viewed for sales managers of Eng- tee. Wesley A. “gg -_ 
lander’s 16 plants at furniture mar-| vai "as ‘executive v.p. Mr. De 
ket previews throughout the U.S. ,7<- p 
Leo Burnett Co., Chicago, is the the company in 1919 had been 
Englander agency. ‘president since 1949. 


‘thermoplastic illustrations in high | 


ers, projectors, slides and anima- | 


|pictures, screen printing exhibits, | 


manikin advertising 


s If there was a discordant note, | 


Mesquita, one of the founders of 


Hicks said he feared the licensing 
of a p.r. counselor “‘would entangle 
his creative imagination and so 
hobble his freedom of movement 
that he, his clients, and all of us 
| would be the loser.” 

| “...The inherent nature of pub- 
|lic relations makes it both unde- 
sirable and even impracticable for 
| government to regulate it through 
la system of licensing,” he contin- 
‘ued. 

“..Remember that public rela- 
tions is not a well defined field, 
| such as medicine,” Mr. Hicks add- 
/ed. “It is as broad as the elements 
‘that help people form opinions, 
‘and the practices and devices it 
‘employs are as varied.” 


Little Rock Buses 
Proving a Success 
as an Ad Medium 


New YorK, June’ 11—Those 
traveling outdoor signs—in the 
form of buses—in Little Rock, 
|Ark., are bringing in a lot of new 
business to the Capital Transporta- 
tion Co. here. 

As AA reported March 30, some 
of the city buses have been painted 
to resemble loaves of Meyer Bak- 
ery’s bread. Now a report in Bus 
Transportation, a McGraw-Hill 
publication, says requests to use 
‘the new medium have come in so 
rapidly that a sizable list of adver- 
tisers are in line. 

The cost to the advertiser, bus 
officials say, is ‘tunderpriced” at 
$300 per bus per month. The pub- 
lication Says rates per vehicle 
should range from $750 to $1,500 
and might well go even higher in 
large metropolitan areas. 


Bresett Rejoins Duane Jones 


E. M. Bresett has been named 
executive assistant to the president 
of Duane Jones Co., New York. 
Mr. Bresett first joined the agency 
in 1944, leaving in 1949. In his new 
post, he will be general supervisor 
on plans for the agency’s accounts. 


Damisch to Stephens, Biondi 


Richard J. Damisch, previously 
with the sales department of Whit- 
aker Guernsey Studio, Chicago, 
has joined the sales department 
of Stephens, Biondi & de Cicco, 
Chicago specialist in advertising 
art. 
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reach 
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According to the U. S. Census of Business, the 
average family in the three markets of New York, 
Chicago and Philadelphia spends 5% more 

for Drugs, 31% more for Food, 33% more for 
Furniture, Furnishings and Appliances, and 

103% more for Apparel than the average 

family in the rest of the U. S. 


FIRST 3 Markets Group reaches nearly 
2/3 of all families in the three compact areas. 


Increase your sales with this 1 great buy: 


families 
m 

the top 
three 
markets 
with 
this 


The group with the Sunday Punch 


Be 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure/Colorgravure 
Picture Sections/Magazine Sections 


New York 17, N.Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, Ill., Tribune Tower, SUperior 7-0043 

San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 

Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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1 KNOW 
Bayonne’s 


!, FAVORITE 


Coming 
Conventions 


June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
| San Francisco. 
| June 22-24. Newspaper Advertising Ex- 
4 | ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 


Executives Assn., summer meeting, held 
in conjunction with the NAEA meeting, 
Somerset Hotel, Boston. 

June 22-25. National Industrial Adver- 


ASK ME FOR A. 
COPY OF OUR LATEST 10 WEEK 


tisers Assn., annual conference, Hotel | 
GROCERY STORE INVENTORY | William Penn, Pittsburgh, Pa. 
also | June 26-28. Northwest Daily Press 


Assn., summer meeting, Madden Lodge, 


Send for Complete 10 Week Studies of | Gull Lake, Brainerd, Minn. 


Margarine * Instant Coffee * Detergents | 
Packaged Tea * Tea in Bags 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER 


| Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
& MARTIN Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 


A D of A rings the bell 
for America’s successful 
MASS MAILING PROMOTIONS! 


With complete production facilities 
in each of our strategically 

located plants, A D of A turns out a 
weekly volume of mail that runs 
into the millions... 


If you use or plan to use Mass Mailing 
(we cover the entire U. S. and Canada) 
and want to know how to SAVE MONEY 

just write or phone our nearest office 
for expert counsel. Our long experience in 
this specialized field is yours for the asking. 


Advertising Distributors of America, Inc. 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 
HOward 8-9610 


MAin 1365 


PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
. 809 Mission St. GArfield 1-1066 
Serving some of the leading LOS ANGELES 15 
1227 S. Olive St. PRospect 3064 


manufacturers throughout 


CANADA: TORONTO, ONT. 
the United States and Canada we hero 


1158-64 Dundas St., W. Lakeside 2017 


June 22-24. New England Advertising 


June 27-July 1. National Assn. of Dis- | 
| play Industries, ‘“‘Christmas Convention,” | 


nia Newspaper | 
classified clinic 
srt Stanwix Ho- 


Sept. 14-15. Penns 
Publishers Assn., ann. 
for mid-Atlantic state 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoc, \dvertising Assn. 
of America, 56th \ual convention, 
Shamrock Hotel, Hous’ ©. 

Sept. 21-22. Assn. National Adver- | 
tisers, annual meetin, rake Hotel, Chi- 


cago. 
Sept. 27-29. Mail vertising Service | 
Assn. International, nual convention, 


Hotel Statler, Detroit 

Sept. 30-Oct. 2. Dir 
Assn., 36th annual co 
ler, Detroit. 

Oct. 4-8. Advertisir 
Assn., annual conve 
Fair, Palmer House, | 

Oct. 4-10. Produce packaging Assn., | 
third annual expositi: Chase Hotel, St. 
Louis. | 
| Oct. 5-6. Inland D: Press Assn., an-| 
|nual meeting, Hotel |.0Salle, Chicago. 


' Mail Advertising 
rence, Hotel Stat- | 


pecialty National | 
n and Specialty 
cago. | 


Oct. 5-8. Printing Industry of America, 
| 1953 exhibition and rds, annual con- | 
vention, Shoreham |{otel, Washington, 
a ¢< | 


Oct. 9-10. Pennsylvania Newspaper Pub- 


lishers Assn., 29th «snnual convention, | 
Penn Harris Hotel, Harrisburg. 

| Oct. 11-14. American Photoengravers | 
| Assn. and Equipment Fxhibition, 56th an- 
nual convention, Hote! Statler, Boston. 
| Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit 
| Oct. 15-16. Central Council, American | 


| Assn. of Advertising Agencies, Blackstone | 
| Hotel, Chicago. 
Oct. 15-17. Newspaper Advertising Man- | 
agers Assn. of Eastern Canada, Windsor | 
| Hotel, Montreal. 
Oct. 19-20. 


| Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
| Statler, Boston. 

| Oct. 23-25. Midwest Intercity Confer-| 
| ence of Women’s Advertising Clubs of the | 
| Advertising Federation of America, Edge- | 
| water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- | 
|ers Assn., annual meeting, 50th anniver- | 
| sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


| Eastern Marketers Elect 


| Harlan M. Whitman, assistant 
| general sales manager for Curtiss 
1,000 Inc., Hartford, has been 
‘elected president of the Connecti- 
cut chapter of the American Mar- 
keting Assn. Other officers elected 
are Robert N. Fisher, Stanley 
| Works, New Britain, v.p.; G. Ken- 
jneth Thornton, Scoville Mfg. Co., 
Waterbury, treasurer, and Ralph 
Hansen, Monsanto Chemical Co., 
Springfield, Mass., secretary. 


Drop Sales Negotiations 


Negotiations between the Toni 
division of Gillette Co., Chicago, 
and Raymond Spector, president 
of Raymond Spector Co., New 
York, for the sale of Hazel Bishop 
Inc., New York, to Toni (AA, 
June 1) have been discontinued 
by mutual agreement. The two 
companies will continue co-spon- 
sorship of television shows. Mr. 
Spector, whose agency handles the 
Hazel Bishop account, is the ma- 
jority stockholder in the company. 


American Heritage Moves 

The American Heritage Founda- 
tion and the Crusade for Freedom 
have moved their offices to 345 E. 


46th St., New York 17. 


IT’S OFFICIAL—Mrs. Bess Wyse, a director 
TV, Hutchinson, Kan., signs an affiliation 
affiliate, effective July 1. Mrs. Wyse rates approval from Fritz Snyder (left), CBS- 
TV director of station relations, and Howard Peterson, general manager of KTVH-TV. 


Advertising Age, June 15, 1953 


é 


of Hutchinson Television, owner of KTVH- 
contract with CBS Television as a basic 


USI Anti-Freeze | 


by Dealer Contest 


New York, June 9—A $50,000 
contest for its dealers and their 
employes to promote USI perma- 
nent anti-freeze was launched by 


U. S. Industrial Chemicals Co. with 


a b&w page in the June 1 issue 
of Automotive News. 

Additional b&w pages in nine) 
business publications covering the 
automotive field will be run the) 
remainder of this month, and dur- 
ing July and August, preceding a} 
national consumer campaign this | 
fall. 


.. The dealer contest, which closes | 


head a new creative sales division 
offering market data, copy, art, 
public relations and other services 
te companies in the Delaware Val- 
ley area, Philadelphia, New Jer- 
sey, New York and the New Eng- 
land states. 


Klein Heads WCCC., Harttord 
Ralph H. Klein, formerly a rep- 
resentative for WKNB-TV, New 
Britain, Conn., has been named 
station manager for WCCC, Hart- 
ford. Mr. Klein succeeds Alex Bu- 
chan, who has resigned to become 
manager of WEOL, Elyria, O. 


Issues Anniversary Checklist 
John Yezbak & Co., 3214 Pros- 
pect Ave., Cleveland 15, public re- 
lations consultant, has issued a 54- 
page checklist of things to do to 
celebrate a company anniversary. 


Aug. 31, offers 76 prizes plus a|Copies are available at the agency’s 


grand prize of an all-expense, two- | 
week trip to Europe. | 


a The fall consumer campaign, be- | 
lieved to be one of the largest in 
the anti-freeze line, will include 
consumer magazines, television and 
radio spots, and 24-sheet posters. 
The company plans to cover 400 
market areas in the U. S. 

Geyer Advertising, New York, 
is handling the account. 


Yeager Joins National 


R. Franklin Yeager, for the past 
20 years with Franklin Printing 


Co., Philadelphia, has been named |ff 


executive v.p. and a member of the 
policy and planning board of Na-| 
tional Advertising Mfg. Co., Phil- | 
adelphia offset and _ letterpress | 
printer and advertising display | 
manufacturer. Mr. Yeager will) 


offices. 


General Mills Moves Office 
General Mills Inc., Minneapolis, 


‘is moving its northeastern sales of- 
‘fice from Buffalo to New York. 


The office is headed by Charles 
Kolb, regional sales manager. 


West-Holliday Adds Grant 
John H. Grant, last with the 
Army Times, has joined the New 
York sales staff of West-Holliday 
Co., newspaper representative. 


)) Foreign Language Division|o * 
Typesetting in English |? 

and over600 | 2 

i Languages and Dialects |z * 
1 7. wor.o’s FOREMOST FoREIGN-/84 9 
H LANGUAGE TYPOGRAPHIC SERVICE Dal 


+ 1953 Comsn 


in HAWAII TODAY . 


an average family spends 


American foods than in 47 States.* For 


69%+ buy 


example a4 


Omaha, Salt Lake City, Long 
markets. 


in Hawaii homes, reflect its 


represented nationally by 


* Analysis of Honolulu 


in OLD HAWAII... 


MOA KEIKI (tender young chickens) 
were raised for eating in every home. 


more for 


FROZEN POULTRY — 


brought in from the U. S mainland — more than in 


Beach and other large mainland 


Many other American products, universally used 


all-American taste. 


Gonolulu Star-Bulletin 


Goes into 4 out of 5 Honolulu homes 


O’MARA & ORMSBEE 
New York * Detroit * Chicago * San Francisco * Los Angeles 


* 1952 Survey of Buying Power 
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RU ae , 
Sloe oe ao ae cia a i 


: Is your brand being 


j SOLD. Qe 


or merely stocked 
- in Con Becker's 
: Supermarket ? 


Con Becker . . . atop one of his ceiling-high displays. This is the kind of 
cooperation you can get when retailers get excited about your promotions. 


Y 
| 
: You've got to hand it to Con Becker. your consumer advertising a soaring best read, most helpful of all grocery 
When it comes to moving merchandise success or a downright dud . . . because trade publications. 
g ’ g } 
he really knows his groceries. Using — the way they handle your product in 
" just about every merchandising tech- their stores is the way it’s presented to Why not plan your campaign now — 
. nique in the book — and winning 25 the shoppers who spend 78% of the to get the merchandising edge on com- 
- “firsts” in national display contests nation’s grocery dollars. 9etitors who are not yet aware of the 
“ pay § y I ; 
while doing it — Con has upped the advantages of trade advertising? 
S volume of his Denver Supermarket One very effective way to get Super- 
1,000% in the last nine years. Today markets and Superettes to really sell ‘renee 
his sales top $2 million a year — just to —_ your product is through a steady, hard- Do Dealers K 4 
:, give you some idea of how much of _ hitting program of trade advertising — 0 Vealers Know How 
- your product he’s capable of selling. because it is largely through trade ad- | Much You Advertise? 
“ vertising that dealers get ideas on how 
| Wen Con ties in with a manufactur- a product should be merchandised. In a study among leading food 
er’s promotion he goes all out to bring And the best way by far to deliver your dealers in Grand Rapids, Mich. — 
: a 3 se SM. the dealer-impressions made by two 
in sales for that product, as the photo _ trade messages is in Progressive Grocer. 
e ‘ . , manufacturers’ consumer campaigns 
y above will testify. Anytime you walk wore comnared 
y into his store you'll find dozens of prod- —_ Basicauy a merchandising methods 
‘ : s ‘ ee ; ; Mfr.A’’'s ad budget was $613,000 
ucts getting special display. But, with —_ publication, Progressive Grocer is ed- “gee 
— ; + : : y ge Mfr. ‘BY’ ‘s ad budget was $387,000 
. 4,000 or more items in his store, he sells ited to give alert retailers information un" hed d tint ida iol 
! the brands he knows and likes best. they need to merchandise more aggres- P ee rn po carga re ‘ 
The others he simply stocks. sively, operate more profitably. Informa- pia tae See eee 
; : : > re trade paper advertiser. 
tion such as P.G.’s current “Full Shelf 500; af Gin dation teuata "Or 
Tuat’s why it’s so important for you series, which tells how to increase sales ee ee 
: ; , ‘ : da oe a larger advertiser than ‘A’ — yet 
to keep big volume retailers like Con —_ and reduce “out of stocks” through bet- “BY spends one-third less than “A” 
: Becker informed about your product ter shelf stocking methods. Because of on consumer edvertising! 
at and what you are doing to help them articles like this, Supermarkets and Su- | 
sell it. They're the men who can make perettes vote Progressive Grocer the — & 


THIS IS THE PROGRESSIVE GROCER MARKET 


24% of the stores... _ 78% of U.S. grocery business 
A, 


43.8% of sales. 


As of January 1953 


$14.4 BILLION | $11.4 BILLION 


i, pc New York, 161 Sixth Avenue, Algonquin 5-2100 
of sales NB P. 


Sit ateiay 


-the magazine of Tama AH, 
SUPER MARKETS and SUPERETTES 


( 


> 


IH 
— 


Chicago, 111 N. Wabash Avenue, Central 6-3070 
Los Angeles, 1127 Wilshire Blvd., Madison 6-1271 
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GLASSES LIFTED—To .-1 @ better look, these young ladies on glasses simultaneously, but with different objectives in mind. 
outdoor posters in th San Francisco area are raising their sun One's interested in Catalina swimsuits, the other in Falstaff beer. 


Ae AOR ALM 


NEW YORKERS ON A FIELD TRIP—Among the dairy farmers at Successful Farming’s 

fifth field day promotion, held on a farm near Chicago June 5, were a number of 

advertising men. There were eight of the latter from New York, including L. H. Happ 

(left), Lynn Boker Inc., and Richard White (right), Fuller & Smith & Ross, shown 
here with R. C. Ferguson, the farm magazine's western manager. 


JOKER—John Steeves (right), v.p. of 4711 Ltd., New York cosmetic maker, tries out 

one of the company’s hair products on John Pival, manager of WXYZ-TV, Detroit, 

which is now carrying a schedule for 4711 products. John A. Roosevelt, president 
of the company, exhibits a famous profile likeness at left. 


STOPPER—This Gallagher & Burton dis- 

play by Wm. Jameson & Co. includes the 

offer of four bottle-stoppers for 10° plus 
postage. 


ARMY LIFE—Korean veteran Sherman Corish, acting in the line of duty, crowns 
Starlet Elise Rhodes “the Girl We'd Like Most to Picnic With” after her selection , 
by veterans at St. Albans Naval Hospital. Other picnic specialties include (left to _s¢: er 
right) Miss Marshmallow (Ethel Jorgenson for the Marshmallow Research Founda- ce 
tion); Miss Pickle (Christy Hale of the National Pickle Packers Assn.); Miss Iced 
Tea (Marilyn Mills for the Tea Council); Miss Fried Chicken (Caren Preisse for the 
Poultry & Egg National Board), and Miss Pretzel (April Ames for the National 
Pretzel Bakers Institute). The coronation was held at Jones Beach. 


average summer 

temperature is 71°, Guest Airways, Miami, 

says it’s a logical place for Pancho Polar 

Bear to spend the summer. Guest summer 

advertising will stress the advantages of 

vacations south of the border for people, 
too. 


IN DUPLICATE—There was an extra twist to this contract signing ceremony when 
Bohemian Distributing Co. purchased 576 summer spots for Bulldog beer on KBIG, 
Catalina. Identical twins, Mrs. Joanne Taylor (left), KBIG secretary, and Anne Cleary 
(right), Foote, Cone & Belding secretary, handed pens to their respective bosses, Bob 
McAndrews, ¢ rcial ger of KBIG, and C. Burt Oliver, v.p. and Hollywood 


manager of FC&B, agency for Bohemian. The smiling gentleman on the right is 
Wayne Muller, station account executive. 


BUT DID IT SELL???—On the wall of a mud hut 100 miles from Kandahar, Afghan- 
istan, in one of the most isolated sections of the world, John E. Hale, free lance 


: + oat ; ; . i his shot of an advertisement for Peter Pan bras. The far 
EFFORTS—Spore time artistic efforts of amateurs and Bob Handville, third place; Ted Palmer, first place, and Fritz photographer, took 
seer me nde 8 were ire at Be in the second annual art exhibit Hoffmann, second place, and amateur winners Russ Housman, reach of its advertising was quite a surprise even to the company. The ad was 


for employes of Kudner Agency's New York office. With some of who took first place; Mary Caputi, second place, and Frank probably “placed “ by a member of a —— gang helping the Afghans build 
a dam. 


the winning paintings, from left to right are professional winners Monaco, third place. 
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Nothing sells 
people like 
Metro because 
nothing interests 
people like 


themselves! 


MIGHTY METRO magazines 
are individually owned, edited and 
distributed by these leading American newspapers: 


You, maybe! So, of course, you’ve 
looked—proving again what 
Advertising Age has always 


known: nothing interests people 


like themselves! 


ey: of your associates invariably tells you when your name gets “in print.” 
Usually, you’ve already seen it. Naturally, you're interested. 


Nothing interests people like themselves. 


Precisely our point — when we tell you about the basic concept, the basic difference, 
that make Mighty METRO your biggest basic buy in Sunday media. 


Other Sunday magazines are nationally syndicated and centrally edited. Metro 
magazines, on the other hand, are locally edited. Locally interesting. Locally read 
from cover to cover. 


And all 27 of them in the Metro network are spotted in the major markets of 
America — are part and parcel of a top newspaper. And, in addition, they are 
the best-read sections of the papers. 


Readers of Metro Sunday magazines can always find stories, articles, pictures about 
local Georges, Joes and Jennies. Right next to retail ads from local stores. 
Right next to nationally-advertised products — sold in those neighborhood stores. 


Ads in Metro magazines don't miss. They reach 14,000,000 families every Sunday — 
and 35,000,000 readers. They represent a growing, a highly successful investment 
for all advertisers — totalling over $27,000,000 last year. 


If you want dominance in all the important metropolitan areas — if you want 
local-level response that pays off . . . look into Mighty METRO. Today. 


35,000,000 READERS 
EVERY SUNDAY 


BALTIMORE Sunday Sun Magazine DES MOINES Register Picture Magazine PITTSBURGH Press Roto Magazine 

BOSTON Globe Pictorial HOUSTON Chronicle Rotogravure Magazine PROVIDENCE Journal Magazine—The Rhode Islander 
BOSTON Herald Rotogravure Section INDIANAPOLIS Stor Magazine ST. LOUIS Globe-Democrat Magazine 

BUFFALO Courier-Express Pictorial LOS ANGELES Times Home Magazine ST. LOUIS Post-Dispatch — Pictures 

CHICAGO Tribune Picture Section MILWAUKEE Picture Journal ST. PAUL Pioneer Pictorial 


CINCINNATI Pictorial Enquirer 


CLEVELAND Plain Dealer Pictorial Magazine NEW ORLEANS Times-Picayune & States — Dixie SPRINGFIELD Republican Rotogravure Section 


DETROIT News Pictorial 
DETROIT Free Press Roto Magazine 


MINNEAPOLIS Tribune Picture Roto Magazine SEATTLE Times Pictorial Section 


NEW YORK News Coloroto Section SYRACUSE Post-Standard Pictorial Gravure Magazine 
PHILADELPHIA Inquirer Magazine — Today WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureay (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. « Sales Offices for Metro Magazines and Metro Comics...NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 «+ DETROIT: TRinity 2-2090 * SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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cca Tell 


Hitch Your Product 
to a Great Station... 
IN A GREAT MARKET! 


t POPULATION 


IN THESE 58 COUNTIES __ 1,806,400 


> CE FAMILIES __ 608,700 
SET SALES __over 300,000 
> RETAIL SALES __ $1,908,353,000 
FOOD SALES __$ 360,126,000 
> ORUG SALES___$ 85,600,000 


» EFFECTIVE 


BUYING INCOME _ $2,663,950,000 


\ \ New Power Increase Adds 146,000 
| Families In This Rich Market. 


The .1 millivolt signal 
strength line bisects the 
outside tier of counties 
shown in the map. Set 
sales, mail response and 
other data substantiate 
the inclusion of these 58 
counties as the good cov- 
erage area of WDAF-TV. 
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Feature Section 


Advertising Age 


C. M.'s Roses Take Precedence 


Advertising Is One Spoke: Woolf 


Bedell Studies Clothing Ads 


Advertising’s Alphabet 


Localized ‘Offensive’ and ‘Defensive 
Budgets Urged for Advertising 


A brief exposition of the “offensive” and “defensive” localized system 
of advertising budget building advocated by Kenyon & Eckhardt was voiced 
by Thomas D’Arcy Brophy at the recent Chicago Tribune panel on adver- 
tising budgets. Because relatively little has been printed on this important 
subject, the text of Mr. Brophy’s comments is presented here. 


By Thomas D’Arcy Brophy 
Chairman of the Board 
Kenyon & Eckhardt 


There are probably as many different 
methods of establishing an advertising 
budget as there are ways of spending one. 

Generally speaking, this particular 
function is one in which individual com- 
pany management should determine the 
method which best fits its own organiza- 
tion. 

Perhaps the most popular and practical 
method of determining the total advertis- 
ing budget is to set aside a specific amount 
of money per unit of sale. Unfortunately, 
this method, good as it is, does not always 
take into consideration future develop- 
ment and expansion of the business. All 
too frequently, the budget, when set on a 
sales unit basis, grows out of past sales 
history. 1954 budgets, for example, will 
be set on the basis of performance in 
1953, regardless of the fact that quotas 
may be set at a higher level than actual 
sales performance the year previous. 


® One of the dangers of setting a budget 
on past sales history is that it is difficult 
to meet changing media conditions. Ken- 
yon & Eckhardt prepared a study for one 
of its clients a short time ago which cov- 
ered the general subject of advertising 
costs and made comparisons over a three- 
year period to indicate the effect which 
increasing rates had upon the all-import- 
ant area of reaching the consumer. We 
showed how an appropriation of approxi- 
mately $400,000 annually would compare 
with the same expenditure only three 
years ago. Briefly, what we found was that 
this appropriation would buy one inser- 
tion less in a representative list of mag- 
azines, which meant that for the same 
amount of money, the advertiser would 
have 16,000,000 fewer impressions against 
his customers. 


® So, as a starting point, may I issue just 
one note of warning. Whether the budget 
is based on a percentage of sales, or on 
the principle of matching the competi- 
tion, or however the budget is determined, 
due consideration should be given to the 
matter of increasing advertising costs, so 
that a proper amount of impact can be 
maintained against the general consum- 
ing public. 

When the budget has been established, 
any competent advertising agency can 
quickly determine whether the amount 
appropriated is adequate to do an effective 
job with the consumer. Adequacy in this 
sense means an opportunity to use the 
right media for the product being adver- 
tised, with sufficient frequency to dom- 
inate the media recommended. 

It has been stated that, in my opinion, 
the actual setting of the budget rightfully 
belongs with client management. The 
agency’s primary responsibility is to rec- 


ommend how this investment should be 
distributed among the company’s sales di- 
visions to obtain maximum results. 

This basic responsibility of the advertis- 
ing agent has been the subject of many 
years of study, because we firmly believe 
that part of the waste in advertising grows 
out of a tendency to view the advertising 
appropriation as a lump of money to be 
designated for various types of media, 
without regard to whether a given com- 
bination of media does an efficient job in 
each section of the country. 


® Kenyon & Eckhardt recommends to its 
clients that a national budget be broken 
into as many parts as there are sales dis- 
tricts in a company, and that each segment 
be as carefully allocated to individual me- 
dia as you would allocate the lump sum 
for the country as a whole. Visualize, for 
a moment, a company with 21 sales dis- 
tricts. A sales manager in each of these 
areas is in effect running his own business. 
He is as desirous of administering his ad- 
vertising funds as efficiently as is the 
national company as a whole. 

Our basic point, then, is to establish in- 
dividual advertising appropriations—quo- 
tas, if you will—of advertising dollars to 
be spent in various parts of the country. 


® Kenyon & Eckhardt, some years ago, 
developed the Advertising Appropriation 
Factor. In simple language this is a guide 
for the effective distribution of advertis- 
ing power. 

Before I present the theory behind our 
Appropriation Factor, let us first consider 
alternate methods of apportioning an ad- 
vertising budget. The advertising invest- 
ment of a food manufacturer, for example, 
may be distributed according to popula- 
tion. This distribution of the advertising 
budget is defensible on the ground that 
markets are where peopie live, but popu- 
lation alone does not reveal the importance 
of a market. Actual sales of the product 
can exceed or lag behind population. 

The advertising investment of another 
food manufacturer may be distributed ac- 
cording to the sales of his product. This 
plan of dividing the advertising budget 
makes sense because a manufacturer 
wants to invest money where he makes 
money, but allocation according to com- 
pany sales alone does not permit the man- 
ufacturer to provide sufficient advertising 
support to weak districts of high sales po- 
tential. 

Finally, the advertising budget of still 
another food manufacturer may be allo- 
cated according to some index of sales po- 
tential, but this method will often fail by 
virtue of the fact that you may overspend 
in areas that are historically weak and 
underspend in areas that are historically 
strong. 


s The Kenyon & Eckhardt method of al- 
locating the advertising investment elimi- 


nates the major weaknesses outlined in 
the few examples just discussed. For max- 
imum efficiency, we recommend that the 
total advertising budget be divided first 
into two parts: 

1. The “Defensive” Budget 

2. The “Offensive” Budget 

The “Defensive” budget is designed to 
maintain and build sales at a normal rate. 
It is expended in all sales districts in 
proportion to company sales. 

The “Offensive” budget is designed to 
accelerate sales growth in districts that are 
below potential. It is generally recom- 
mended that between 10% and 20% of the 
total advertising investment be placed in 
the “Offensive” budget. By not exceeding 
20% of the money available for advertis- 
ing, we do not over-emphasize differences 
between company sales and potential that 
are due primarily to historical reasons. 

After the “Defensive” and “Offensive” 
parts of the advertising budget are com- 
bined, the next step in devloping an ad- 
vertising appropriation factor involves a 
fundamental principle of advertising in- 
vestment. 


® Experience tells us that the effective- 
ness of the advertising dollar will vary 
considerably from one locality to the next. 
In urban areas, there is strong competition 
for the attention of the consumer. In rural 
areas, there is much less competition. 
Right here in Chicago, for example, 
there are four daily newspapers, 15 radio 
stations, and four TV channels. In addi- 
tion, there are cards in every streetcar, 
bus and subway car, plus outdoor adver- 
tising boards, all vying for the attention of 


the consumer. Thus, to get the same ad- 
vertising effect in Chicago or, for that 
matter, in any other major metropolitan 
market throughout the country, we must 
place a greater weight of our advertising 
expenditure in such localities than is nec- 
essary in smaller communities. So, to 
guard against the danger of spreading 
advertising too thin in heavily urban 
areas, and to guard against the danger of 
over-investing in rural areas, our ap- 
propriation is finally weighted for size of 
market. In fact, a portion of the total ad- 
vertising budget is spent exclusively in 
the larger metropolitan markets. 

By recognizing the points just discussed, 
an advertiser distributes his budget in 
accordance with the requirements of each 
individual sales area. He distributes his 
budget to protect current sales advan- 
tages, to reach for added volume in highly 
competitive markets, and to obtain uni- 
formity of advertising effect regardless of 
size of community. 

My friends on this panel, who represent 
the advertiser, are much better qualified 
to discuss the way in which an advertising 
budget should be determined. My objec- 
tive today has been to highlight the great 
responsibility of the advertising agency, 
which lies in the matter of proper distri- 
bution of an advertising investment. 

Our good friends at the Bureau of Ad- 
vertising have preached a very simple, but 
effective, sermon for many years. They 
say, “All business is local.” Unless we all 
view the multimillion-dollar advertising 
budget as a series of local advertising in- 
vestments, we are not completely fulfilling 
our responsibility as advertising agents. 


Mail Order and Direct Mail Clinic... 


Women First—in Mail Order 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 


If your home is like mine, your wife is 
the No. 1 spender—not only in stores, but 
by mail, too. 

She, bless her ever-spending ways, con- 
trols the area where our paychecks are 
spent. 

And she’s the one who reads the mail 
first in the home. 

So, her likes and dislikes must be care- 
fully studied when preparing direct mail 
sent to the home. 

Now, what do we know about the direct 
mail reading habits of women? 

Here are 11 important points we've 
learned: 

1. Women, it seems, classify a piece of 
direct mail as a “guest” when it arrives. 
This “guest” is given cordial, attentive 
treatment—if it commands such respect. 
Pespect is gained if your offer is digni- 
fied, low pressure, appealing, printed on 
good stock, and packed with reader and 
family benefit appeals. 

2. Women, according to a recent survey, 
and certainly confirmed by tests we've 
made, are fundamentally curious. They 
promptly open envelopes. They read and 


they keep direct mail. They definitely 
don’t throw any mail away until they’re 
quite certain what’s inside. 

3. Women thrive on being made to feel 
important. So, when appealing by mail to 
a woman, speak to her as a kind and an 
attractive individual. 


s 4. Women, reports a summary article 
in the April, ’53, Direct Advertising Read- 
er’s Guide, see through dishonesty quick- 
ly. They spot white lies far faster than 
men do. Thus, keep your direct mail on 
an honest, high level. 

5 Women object to some of the words 
men ad-writers put into hypothetical con- 
versations. They demand believable copy. 

6. Women appreciate an unselfish ap- 
proach to a sales presentation. They are 
interested only in what the product will 
ao to help their families and themselves. 

7. Women like simple, tasteful mailings 
—not wild colors; die-cuts; trick folds. 

8. Women—after the kids are off to 
school—have more time than men. Thus, 
tney can spend more time reading direct 
mail. They aren’t interrupted as often by 
phone calls, either. 


s 9. Women like dressed-up appeals. As 
one expert has said, “Women like the lily 
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gilded.” 

10. Women, our experience shows, buy 
great amounts of gifts, toys, and house- 
wares by mail. 


@ 11. Women aren’t nearly as careful as 
men are about signing the checks which 
accompany their orders. Nor do women, 
we've noted, keep their checking accounts 


as accurately as men do. For every one 
check returned marked “Insufficient 
Funds” from men, we receive at least five 
from women. 

Remember that women are the No. 1 
mail order buyers. 

They must be handled with extreme 
care—not only in person, but by mail, 
too! 


The Eye and Ear Department... 


Down the Drain 


Business Week, for May 4, carried a 
rather disturbing article concerning the 
effect television has been having on the 
water supply of a number of cities. Seems 
that for several years now, city engineers 
have been at their wit’s end trying to 
figure why the use of water by the local 
populace suddenly became erratic with 
the onset of evening. Running at normal 
levels, it would suddenly drop as much 
as 10%—then suddenly shoot way above 
normal. Not until the bewitching hour of 
midnight would the phenomenon disap- 
pear. 


® Pipe lines were checked, and so was 
pumping station equipment. Nearby in- 
dustries were investigated to determine 
their particular use of city water. Mean- 
while, with evening, the needles would 
begin telling the same inexplicable story. 
For some reason, at regular hourly and 
half-hourly intervals—and to some de- 
gree between—the water level would 
drop precipitately. 

Some unsung genius, a few months ago, 
finally stumbled on the answer. Televi- 
sion. Between programs, and with the ar- 
rival of a commercial, thousands of tele- 
vision viewers would dash madly for 


Salesense in Advertising ... 


kitchen and bathroom and begin using 
water like crazy. Their thirst quenched, 
their duties attended to and the commer- 
cial safely over, they would return to 
their viewing, leaving the firmly shut 
taps deserted—until the next commercial. 


® According to Business Week, A. C. 
Nielsen Co., which has its own rating 
service, is not at all concerned that regu- 
larly issued charts of water consumption 
in TV cities will ever supercede its partic- 
ular rating index. This is a remarkable 
show of bravado in the face of a new and 
terrifying way for advertisers to confirm 
what a number of them have long sus- 
pected—that, with a good deal of televi- 
sion, they are pouring their money down 
the drain. Might result in the liquidation 
of a lot of programs. After all, it is not 
unknown for people to take newspapers 
and magzines with them into the strongest 
places. Anybody ever done this with a 
television set? 


[Editor’s Note: If the E&E man would 
read the paper he writes for he would 
have discovered, in the Feb. 16 issue, 
that the water-pressure method of deter- 
mining TV potency was developed by the 
Toledo Blade.] 


It's Risky to Count on Advertising's 
Forcing Distribution 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

One important reason new ventures in 
national advertising sometimes turn out 
to be failures, or semi-failures, is that the 
maiden effort is too ambitious for the 
advertiser’s capabilities. 

This happens not 
only in the case of 
new products being 
introduced by adver- 
tisers of little or no ex- 
perience. It happens 
also to old companies 
which, for one reason 
or another, have de- 
cided that fateful time 
has come to undertake 
a program of national 
advertising. 

Oftener than not, as I have observed 
it, enthusiasm is at a high pitch. Adver- 
tising has done such wonderful things for 
so many companies! Caution gives way 
to heady optimism at the conference table 
when the scope of the effort and the 
money to be invested in it are discussed 
and voted on. 

Frequently the reach of the scope and 
the sum of the money represent a bigger 


James D. Woolf 


bite of advertising than the new enter- 
priser can digest. 


Advertising Only One Spoke 

What is overlooked in the heat of en- 
thusiasm is that advertising is only one 
spoke in the wheel of marketing. Forgot- 
ten is the fact that even when advertis- 
ing is Salesmanship-in-Print, as I con- 
tinue to insist it should be (but so often 
isn’t), it alone cannot make the wheels go 
round. 

When a company, old or new, under- 
takes for the first time a campaign of na- 
tional advertising, or a regional cam- 
paign for that matter, that company’s cap- 
abilities should be adequate in several 
spheres of activity. If and when it seems 
probable those capabilities will fall short 
ef adequacy, this limiting factor should 
be considered carefully when goals and 
objectives are set up. 

What are the capabilities so important 
to the success of a new and ambitious na- 
tional advertising campaign? 


What About Distribution? 

The first question, I think, concerns the 
matter of distribution. Is the product 
available to consumers nationally in a 
fairly substantial number of good retail 
outlets? If it isn’t (and oftener than not 
it isn’t), does the advertiser have a sales 
organization capable of doing the job 


a 2 Sa paar ene 


— 


Advertising Age, June 15, 1953 


’ 


The Creative Man’‘s Corner... 


Lollipops Et 


Cetera 


RSL oh 


all 


and the Sante Fe ad, in our opinion, fall 


than the Hardware Mutuals ad—which 


we've seen so far on the new Jet keeps 


those of unadvertised MG’s. 


“I want a ticket on 
the Atomic Super Chief !” 


(es sa hae oe ht rc My te Hy ae Ol Same, 8 aie ame tg 


The grass in the front yard is getting beyond us, so this week just a few 
brief comments on a number of ads we’ve been accumulating. 

One thing we find it difficult to take is an ad we find ourselves referring to 
as a lollipop ad—sweet, saccharine and sentimental. Usually it features a kid 
and, invariably, the advertiser addresses him. Both the Hardware Mutuals ad 


says, “You’re doing fine, Jimmy,” and Sante Fe says, “Well, sonny, just hang 
on to that dream.” Frankly, we feel more kindly towards the Santa Fe ad 


work and after awhile I’ll help you smooth the ‘coverage.’”” Then comes the 
commercial: “For adequate insurance coverage...” Spare us! 

For some reason, Kaiser-Darrin, in The New Yorker, addresses itself to 
possible readers in French. Not simple French, either, like “Ou est la plume 
de ma tante?” All we can say is, it’s a great relief after reading some ads in 
English. This we didn’t even have to bother reading. 

Still in the automotive field, we wonder why Hudson in all the advertising 


in the low price field” without ever mentioning just how low the price is. 

We came upon the Austin ad—which inquires why you see more Austins in 
springtime than any other foreign car—just after we’d seen new car registra- 
tions in Automotive News from January through March. Not only are Austin 
sales below the same period for last year, but they are approximately half 


Which brings us to the Aalborg Akvavit ad with the bottle in the cake of 
ice. Seems to us we’ve seen this cake of ice thing somewhere before. Frozen 
flowers or something. Maybe it was FTD. 

Scuse us. Something tells us we ought to go out and prune our rose bushes. 


into this category. Hardware Mutuals 


goes on to say: “Keep up the good 


referring to it as “a new kind of car 


quickly? Are his salesmen of the right 
type, men experienced in the promotion 
of nationally advertised articles? Is the 
sales manager himself equipped for this 
new undertaking? 

Does anybody in the sales manager’s 
group have expert knowledge of sales 
promotion? Who in his group knows how 
to plan and execute a program for getting 
display material actually displayed on re- 
tailers’ counters, walls, and shelves? 

What are the acdvertiser’s capabilities 
for handling a sudden flood of orders 
that the advertising might produce? Can 
his relatively modest factory facilities be 
expanded almost overnight if necessary? 

Is his new product 100% right, or is 
there a possibility, however remote, that 
“bugs” may develop after it is submitted 
to the tender mercies of thousands of 
heavy-handed consumers? 


It Happens All the Time 

I am presenting in this thesis nothing 
new to my readers. Such questions as the 
foregoing, which can be found in adver- 
tising textbooks of the early ’90s, will 
astonish no devotee of this august jour- 
nal. But what is astonishing, at least to 
this old China Hand, is that companies 
continue in this enlightened era to launch 


advertising campaigns far too ambitious 
for their capabilities. Scarcely a week 
goes by that I do not learn of a sorry mis- 
adventure in national advertising that 
need not have happened. 

Only recently a sales manager related 
to me the dire straits his company is in 
because of too much presidential ambi- 
tion and presidential haste. The product, 
a new invention less than two years old, 
belongs in a category of merchandise re- 
tailed through appliance and hardware 
store outlets. In the spring of 1952, the 
company embarked on a sizable campaign 
of national advertising—before the prod- 
uct had been vigorously kicked around 
in the homes of a few hundred consum- 
ers. Soon—disaster struck! After the sev- 
eral magazines on the list had irrevocably 
gone to press, the company’s chief engi- 
neer discovered a serious “bug” in the 
device—a defect, incidentally, that he is 
still trying to lick. Up to now, 14 months 
later, not a single shipment has gone out 
of the factory, and piled up is a $400,000 
backlog of orders from dealers that may 
never be filled. 


When Advertising Works Best 
The above depressing tale, however, 
strays just a little from my major point 
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hicago’s 


RADIO STATION 


WMA 


30 years of service 


Quality programs 


to a VJuality audience 


bring Quantity sales 


Groves your Pr 


Sources: Nielsen Coverage Service, American 
Research Bureau, TV Rorabaugh Report 


/uality Stations 


TELEVISION STATION 


WNB& 


now in its 5th year 


16 awards for excellence in programming 
to WMAO and WNBO s0 far in 1953! 
Proof of WMAQ-WNBQ’s established lead- 


ership. 


WMAOQO regularly serves approximately 
4 million Middle West families... 85°o of 


them in the middle or upper income 


groups. 


WNBO reaches more Chicagoland homes 


weekly than any other ‘TV station. 


WMAO local advertising in first 4 months 
of 753 up 75°° over °52. Proof that WMAQ 
sells! 

WNBO leads all other Chicago TV 


stations in national spot advertising. First 


quarter increase of 6.86. over 752. Proof 
that WNBQ sells! 
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—namely, the advertiser's capabilities in 
selling. All of us know only too well the 
tragic story of technological disasters—of 
unbaked biscuits that exploded in gro- 
cers’ stores, of automobiles that tap- 
canced on the road, and of cooking stoves 
that made kitchens hot as boiler rooms. 
More frequently, however, the trouble 
lies in the inability of the new advertis- 
er’s small sales force to keep pace with 
the fast tempo of the advertising. 

Risky indeed is any plan of marketing 
based on the expectation that adequate 
distribution will be created automatically 
by a tidal wave of consumer demand. 
That sometimes happens in the case of 
certain types of small-purchase items that 
are heavily advertised (the chlorophyll 


dentifrices, for example), but in most sit- 
uations the assumption that distribution 
can be forced is a dangerous one. In the 
early stages of advertising campaigns, re- 
tailers seldom feel compelled to stock up 
on such items as household furniture, ap- 
pliances, kitchen equipment, automobile 
accessories, wearing apparel, etc. Adver- 
tising, no matter how artfully it has been 
conceived and executed, can never be an 
effective substitute for thoroughly ade- 
auate sales work by a competent sales or- 
ganization. 

Now and then we hear it said that ad- 
vertising often fails because the initial 
effort was too modest. What happened, 
suy these critics, was that the advertiser 
sent a boy to do a man’s job. We all know 


American Federation of Radio & Television Artists 


American Society of Composers, Authors & Publishers 


National Assn. of Radio & Television Broadcasters 


ee a eR RN 
Following is a list of alphabetical titles of associations 
and agencies commonly used in the advertising business. 
AAAA American Assn. of Advertising Agencies 
AAW Advertising Assn. of the West 
AANR American Assn. of Newspaper Representatives 
ABC Audit Bureau of Circulations 
American Broadcasting Co. 
ABP Associated Business Publications 
ACA Assn. of Canadian Advertisers 
AFA Advertising Federation of America 
AFRTA 
AMA American Marketing Assn. 
American Management Assn. 
American Medical Assn. 
ANA Assn. of National Advertisers 
ANPA American Newspaper Publishers Assn. 
APA Agricultural Publishers Assn. 
ASCAP 
BofA Bureau of Advertising, ANPA 
BNF Brand Names Foundation 
CAB Civil Aeronautics Board 
CBS Columbia Broadcasting System 
CCA Controlled Circulation Audit 
CED Committee for Economic Development 
DMAA Direct Mail Advertising Assn. 
FCC Federal Communications Commission 
FDA Food & Drug Administration 
FPRA Financial Public Relations Assn. 
FTC Federal Trade Commission 
ICC Interstate Commerce Commission 
LIAA Life Insurance Advertisers Assn. 
MAB Magazine Advertising Bureau 
MASA Mail Advertising Service Assn. 
MBS Mutual Broadcasting System 
MPA Magazine Publishers Assn. 

NADA National Automobile Dealers Assn. 

( NAEA Newspaper Advertising Executives Assn. 
NARD National Assn. of Retail Druggists 
NARGUS National Assn. of Retail Grocers of the U. S. 
NARTB 
NATA National Assn. of Transportation Advertisers 
NBBB National Better Business Bureau 
NBC National Broadcasting Co. 

NBP National Business Publications 

NIAA National Industrial Advertisers Assn. 
NNPA National Newspaper Promotion Assn. 
NRDGA National Retail Dry Goods Assn. 

NSE National Sales Executives 

OAAA Outdoor Advertising Assn. of America 
OAI Outdoor Advertising Incorporated 
POPAI Point of Purchase Advertising Institute 
PIA Printing Industry of America 

PIB Publishers’ Information Bureau 

PPA Periodical Publishers Assn. 

PUAA Public Utilities Advertising Assn. 
RCA Radio Corp. of America (Parent of NBC) 
SEC Securities & Exchange Commission 
SMI Super Market Institute 

SNPA Southern Newspaper Publishers Assn. 
TAB Traffic Audit Bureau 


f such cases, of course. But just as fre- 
uently, I think, the reverse is true: The 
nitial advertising effort was too big for 
the advertiser’s sales britches. 

Generally speaking, depending on the 
circumstances, I am in favor of caution 
when an inexperienced advertiser takes 
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his first swim in advertising’s chilly wat- 
ers. Lessons learned in a conservative, ex- 
perimental first year of advertising are 
likely to pay off richly in the years that 
follow. 

“Too much too soon” can be just as 
unfortunate as “too little too late.” 


By Clyde Bedell 


(Mr. Bedell is a retail advertising 
consultant who was at one time 
advertising manager of Marshall 
Field & Co.) 


If you had picked up a St. Louis paper 
one day this spring, you would have 
found two ads run by the two leading 
department stores for men’s flannel 
suits. I will quote them both, omitting 
prices and brand names. Both had am- 
ple space to tell as much story as they 
chose. In each case an illustration about 
121% inches high dominated the ad. Read 
the copy. Which ad do you think is for 
the better suit? Which do you think 
would render the greater service and 
have the most appeal for a man about 
to buy a suit? 


Dre ere Slimline will. put. you 
right up front in the Easter parade. 
Wear one! 

$00 


Saar ae Slimline features the na- 
tural look..freedom from excess 
padding, narrow lapels, to empha- 
size a man’s height, to make you 
look slimmer. Superbly tailored, 
with many hand finished details 
for better fit. In silver grey, favor- 
ite color for spring. 


~ * * 


Smart details make all the differ- 
ence in our..... all-wool _ suits. 
For superb good looks, comfort, style 
... There’s nothing like FLANNEL 


$00.00 


The man to the right works at a 
drawing board...he could just as 
easily work in a bank...or he 
could be going out on the town. 
Wherever he is, his flannel is cor- 
rect. It’s extra-special all the way. 
... flattering and suitable anytime 
anywhere. He has an eye for econo- 
my too...he can wear those trou- 
sers with a sport coat or shirt for 
leisure. 

See the Barrcrest flannels at Fa- 
mous. They have 2-button coats 
with center verts and patch pockets. 
Choose light grey or tan. It’s a buy 
you'll be glad you made! 

Other flannels in... 

Scotsdale, exclusive 


at Famous $63. 
Barrton Hall suits $55. 
Calvert Clothes $75-—79.50 
Society Brand $85. 
Wall Street $90. 


The first ad is a dilettante ad... 
it doesn’t take its selling job seriously. 
It simply quotes a few of the specifica- 
tions and details the factory provided. 
Such advertising has nothing contrib- 
uted to it by advertising skill and wis- 
dom. It simply publicizes a few details 
set up by merchandising people. 


ers. Why should the story try? 


out to do a selling job and—in case you 


This ad mentions the brand Kup- 
penheimer, and the price is $95. The 
store assumes, apparently, that Kup- 
penheimer will sell its suits to consum- 


The second ad is out to do a job. 
It is not bulldozed by manufacturers’ 
allowances or anything else. They set 


Looking at the Retail Ads 
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are not interested in this specific suit— 
they let you know they have the works, 
right up to $90. 

Generally speaking, department stores 
have forgotten advertising’s function. 
There is in most department store 
selling about as much kick and power 
as you find in a kid’s water pistol. 
There are only a few stores across the 
country that put advertising in papers, 
calculated to get all possible from cir- 
culation. 


It has been my _ observation that 
where a superior job is done, it gen- 
erally is in a store where there had 
been a disposition to approach adver- 
tising academically. Of course, even 
within a single store, the sales power 
of copy varies all the way from “poof” 
to “dynamite,” for generally stores do 
not write to standards. 
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. .. Loaded with the world’s 


largest market bag — loaded with | 
esi ile sal Blue Collar Bette 


other group of American wives. 


WHO IS SHE? She’s — — Blue Collar Bette, 


i 
top Shopping Brass for the t Ss 
nation’s Blue Collar, 


wage-earner families. 

As housewife and 

purchasing agent, | 
she’s prospect #1 for 

everything from toothpaste 


to baby carriages . . . and, 
incidentally, she’s the gal who 
has built TRUE CoNFEssIons to the 
point where it is — 


e America’s second largest newsstand seller. A. B. C. 


* boasting the greatest percentage of 
eager, young (18-35) newsstand buyers. 


* snaring the greatest number of women 
readers per hundred copies of any magazine. 


* delivering the highest percentage 
of families with young children of 
any magazine except Parents’. 


** at the lowest cost per M of any of the leading 
romance magazines — 20 to 30% lower 

than the weekly and service magazines. 

Based on B & W page rate and guarantee. 


e guaranteed circulation 1,700,000 


You can “latch on” to a small slice of this Blue Collar 
market with your schedule in the weekly or 

Service magazines (for example, about 10% of TRUE CONFESSIONS 
readers also read the LADIES’ HOME JOURNAL ). But if you want 

to really go steady — get them eating it, smoking it 

or wearing it, you've got to advertise in magazines they prefer. 


At the newsstands — where women actually get to look them over 
and make a choiée — TRUE CONFEssIONS is the odds-on favorite 
in its own field, second only to the LADIES’ HOME JOURNAL 

among all magazines. 


Blue Collar Bette may not have the “class” you are looking for 

at the bridge table, but brother, she’s got the cash you're looking for 
at the retail counters. Get in TRUE CONFESSIONS and get your share 
of the dollars she’s spending. 


TRUE CONFESSIONS, 1,700,000 guarantee 

Fawcett Women’s group: 2,600,000 guarantee 
True Confessions, Motion Picture. 

New York « Detroit + Chicago * Los Angeles + San Francisco 


* Source: Starch ** Source: S.R.D.S. 
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Standard, Not Universal, 
in Agency Practice 
To the Editor: I was interested 


to note your parenthetical com-_ 


ment which appeared on Page 8, 
May 25 issue, on the story entitled, 
“Washington radio stations don’t 
know whom to dun for Phillips’ 
bills.” 

The agents in question main- 
tained that they had placed their 
contracts in the capacity as agents 
for a disclosed principal, and 
therefore were not subject to 
claims due to non-payment of the 
account by the client. 

In your paragraph on Page 8, 
you stated that it is “standard” 
practice for advertising agencies 
to consider themselves as inde- 
pendent contractors, rather than 
agents of an advertiser in the legal 
sense. 

The fact that the contract form 
recommended by the American 
Assn. of Advertising Agencies es- 
tablishes the advertising agent as 
a principal rather than as an agent 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


Division of 
“f Corporation 
900 Kibby St., Lime, Ohie, U.S.A. 


*Tredemerks Reg. U.S. Pet. OF. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


does not make this procedure 
'standard practice, and I was 
pleased to note your cognizance 
of this fact by the use of quota- 
tion marks around the word 
“standard” in your story. 

One of the standard texts of 
business law which we have on 
our shelves, “A Textbook of Law 
and Business,” published by Mc- 
Graw-Hill, has this to say about 
authorized contracts when princi- 
pal is disclosed: 

“An agent 


contracts which he negotiates for 
his principal. 
principle underlying the law of 
agency applies: that he who acts 
through an agent, acts through 
himself and is alone liabie for acts 
and contracts within the scope of 
the authority of the agent. The 
agent may, of course, pledge him- 
self or his credit jointly with the 
principal or the principal’s credit. 
This, however, is not the normal 
situation; and is merely one in 
which two persons make a joint 
contract.” 

The American Assn. of Adver- 
tising Agencies can speak only for 
its members, and if its members 
or any others wish to waive their 
legal status of agents, the law as 
quoted above makes provision for 
it. It is not, however, “standard 
practice” for an agent to act as 
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incurs no liability) 
in connection with the authorized | 


The fundamental | 


a principal unle he wishes to 
do so, and I belie © you will find 
that there are 1 ny advertising 
agencies in this c try today who 
are not in agre« .ent with the 
Four A’s with ro ird to waiving 
their legal rights 
You are to be 
the excellent jo! 
_in covering the n: 
and we will be interested in 
learning the outc: me of this case 
| through your columns. 
NorMAN FRANKEL, 
Bearden - Thompson - Frankel, 
Atlanta. ” 


The so-called Four A’s standard 
contract form, which makes the 
advertising agency a _ principal 
carries the approval of the Amer- 
jican Newspaper Publishers Assn., 
| Periodical Publishers Assn., Agri- 
penne Publishers Assn., and As- 
|sociated Business Publications, as 
|well as the Four A’s. It is made 
|available for use by non-members 
‘as well as members of the Four 
| A’s. 

We still insist that it is stand- 
ard, even though not universal, 
practice, for advertising agencies 
_to act as independent contractors. 


ogratulated on 
you are doing 
vs of our trade, 


And Cohen & Miller, the agency | 


involved, seems to think so too. 
| Said the agency last week: 

| ‘“...we feel that since it is the 
‘established custom for broadcast- 
ers to hold agencies responsible for 
payment, we owe it to broadcast- 
/ers and agencies everywhere not to 
\do anything that would tend to 
destroy the structure of the indus- 
try.” 


Laughs Out Loud, 
| but Facts Are Facts 

To the Editor: Maybe you're one 
of those magazines that doesn’t 
take responsibility for statements 
made in signed columns. If so, then 
I’d like to address my remarks to 
your “Mail Order and Direct Mail 
Clinic’ columnist, Whitt North- 
more Schultz. I had to laugh long 
and loud at his answer to a ques- 
tion in the May 25 issue. 

The question was: “More and 
more people who live in Canada, 
Alaska and Hawaii seem to be 
shopping by mail. What is the 
best way to handle your request for 
remittances from them?” 

Mr. Schultz’ reply was: “On 
your order blanks, in bold face 
type, put: ‘NOTICE: Residents of 
Canada, Alaska, Hawaii, and Uni- 
| ted States possessions, please remit 
|by money order only. Checks are 
not acceptable unless payable on 
Chicago or New York Exchange, 
and in United States currency.’ ” 

It reminds me of the true story 
| about the letter written by the sec- 
‘retary of a stateside Rotary Club 
|to the Fairbanks, Alaska, Chamber 
of Commerce. The “internation- 
ally-minded” Rotarian asked for a 
copy of the national anthem and a 
small “flag of your country.” 

The Fairbanks correspondent 
dutifully wrote out all eight ver- 
ses of “The Star Spangled Banner,” 
and sent them along with a small 
stars-and-stripes flag. 

Not only are Alaska and Hawaii 
territories of the U. S., but they 
are next in line to become states. 
Their residents are citizens of the 
U. S. and they elect representatives 


to the Congress of the U. S. They | 


use U. S. currency and their banks 
are fully accredited and have con- 
nections with the federal reserve 
system, just as © banks in conti- 
‘nental U. S. 

When air mai! is used, trans- 
actions are completed just as 
quickly as those here in the States. 


three days to travel 15 miles from 
Chicago to my home in Evanston, 
and I’m sure others have had simi- 


lar experiences. I was told that 
_one letter took eight days to travel 
from Brooklyn to Manhattan. On 
the other hand, airmail letters from 
|my former home in Ketchikan, 
| Alaska, regularly take only two 
‘days to arrive in Chicago. 

Yes, Mr. Schultz, Hawaii and 
Alaska do use U. S. currency. I'll 
admit Canada does have its own 
money, but the joker is that it’s 
worth more than our own dough. 


Believe me, if anyone sends me, 


some, I’ll accept it without a mur- 
mur. 


Warp K. Scuort, 
Evanston, Ill. 
In spite of which, mail order 
companies don’t like remittances 
from Canada, Alaska, Hawaii and 
|U. S. possessions which are not 
|payable in Chicago or New York 
‘exchange, and in U. S. currency. 
. s * 
_Roused by Invitation 
To the Editor: Some time ago 


*\there was quite a hassle in your 


_pages about who started what on 
|the Jayson eye and lip ad. 
| You ain’t seen nothin’ yet. 


| Attached is an ad for Cantor 
Brothers carpet store run in the 
May 23 issue of Newsday, a Long 
\Island daily. Compare it with one 
lof the fine Marlboro “You pay 


‘DON'T BE 
NAIVE! 


| YOU MUST PAY MORE FOR ' 


Tew saan mre te getome 6 A ca 
eye emere oes oes ae 


ee 
ie @! a) (ontee OE 


Werke ©) tee ome heme tt heme 
Where Os tie x prmmeet mee tiehony Rename 


enone Ee el 


Pee ee eer) eee eee 


‘ 
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“Dont be naive | 
You must pay roo 
for a better cigarette! 


Vow pay mee fee prow com ot » 
et ene od mer 


more...”’ series. 

All gall may have been divided 
into three parts—certainly who- 
ever’s responsible for the Cantor 
ad must have the biggest chunk. 

What was that somebody just 
said about the importance of origi- 
nality and talent in advertising? 
Don’t be naive! 

JOHN DOBRAN, 
Kenyon & Eckhardt, New York. 
| P.S. The writer has no connec- 
| tion with Marlboro or the agency 
that handles the account. 
* - a 
Feels Entitled to Claim 
‘Beer At Its Best’ 
| To the Editor: To the gal or guy 
‘responsible for this week’s “Crea- 
tive Man’s Corner,” [dealing with 
grandiose claims of liquor adver- 
tisers ]— 

Congratulations! I enjoyed it 
very much. Your position is an 
enviable one—where you can sit 
back and speak your mind. I am 


I’ve had first class letters take sure the manufacturers of, and) 


the copywriters of the ads con- 
cerned, got quite a kick out of 
your delving and the manner of 
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, presenting your case. (I hope you 
fail to find where Schaefer sinned 
‘in the same vein.) 

As far as I know, we were never 
|wont to make claims which we 
could not back up. (But who 
|knows what your digging may 
resurrect?) Of course we say “beer 
| At Its Best’ since 1842—but since 
we are America’s oldest lager beer 
|brewers and lager beer is the 
| best type and we proudly believe 
Schaefer’s is best, we feel we are 
entitled to this claim. 

At any rate, we only want to 
say ...keep up the good work. 
PETE FITZPATRICK, 
Public Relations, F. & M. 
Schaefer Brewing Co., Brook- 
lyn, N. Y. 

+ * * 


Contests Auto Figures 


To the Editor: On Page 46 of 
your June 1 issue in your article, 
“More Low Slung Foreign Cars 
Are Roaming U. S.,”’ you say, “Lat- 
est figures on all U. S. new car 
registrations for the first two 
months of 1953 show Austin in 
21st place, second only to the Brit- 
ish MG, which is in 20th posi- 
tion.” 

Here are the R. L. Polk & Co. 
registration figures for the first 


two months of 1953: 
Janu- Feb- 
ary ruary Total 
| Pere ree 583 613 1,196 
English Built 
eee 467 401 868 - 2nd to MG 
Hillman ...... 363 434 697 - 3rd to MG 
eee 342 326 668 - 4th to MG 


We would appreciate a correc- 
tion or clarification of this at your 
convenience. 


J. E. Rice Jr... 
Manager, Advertising and 
Sales Promotion, Foreign 


Products Branch, Ford Motor 

Co., Jersey City. 

Polk figures for three months. 
plus 23 states for April, as re- 
ported in Automotive News June 
1, show MG, 2,062; Austin. 1,203; 
“foreign miscellaneous,” 5,760. 


U.S. Publicity Aids 
Foreign Car Makers 


To the Editor: As sole distribu- 
tor of the most famous English 
automotive lines, your article ap- 
pearing on Page 2 of the June 1 is- 
sue headed: ‘More Low-Slung 
Foreign Cars Are Roaming U. S:: 
1953 is the Test Year” has consid- 
erable interest for us and we feel 
that it would be of interest to the 
manufacturers we represent. 

Can we ask for 12 copies to send 
to these companies so that they 
may gauge their own trends and 
appreciate the values of American 
publicity. 

R. S. ELiotr, 

Autocessories Ltd., Warsaw, 

Ind. 

e * ~ 


Says Regular Readers 
Want Features Every Week 

To the Editor: Here’s a second 
to the motion made by Charles 
Gauss in his letter to AA June 1. At 
risk of appearing unappreciative, 
I’d like to comment that maybe ev- 
erybody who reads AA is not al- 
ways interested in the material in 
one of your special issues (however 
well done). But...anyone who is 
a regular reader is always inter- 
ested in Jim Woolf, Creative Man, 
Clyde Bedell, et al. 

So. . .could it be that you can in- 
clude the feature section in every 
issue regardless of special cover- 
age? Maybe not every time, but 
for the most part, the features are 
worth the risk of a broken arm. 

JOHN P. CONDE, 

Compton Advertising Inc., 

Milwaukee. 

a e ~ 
Oui, Monsieur 

To the Editor: AA, April 27, 
1953, Page 2, Column 2—“10% for 
Research,” etc. 

Ca doit etre “Bonne Chance” au 
lieude “Bon Chance,” n’est ce pas? 
| Votre publication est excellente. 

NorRMAN A. Dann, 
Lachine, Quebec, Can. 
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Next to a healthy balance sheet, nothing is more satisfying 

to a businessman than to see the trend going his way. 

For when the customers—and the competition—follow your lead, 
they are proving that your origina! idea Was right. 


That is happening to us now. The trend is definitely... 


In 1885 Good Housekeeping was founded on the 
published premise that “it had a mission to fulfill, compounded 
of about equal proportions of public duty and private interest.” 
In 1902 we published the promise that we would guarantee any 
product advertised in our pages. = .* 


That offer was revolutionary. Since that time other media have 
added advertising censors, and several magazines have adopted 
variations of our world-famous seal—although none of these 
seals has included a guaranty. 


That trend we started toward believability in advertising has 
long been going our way. (Recently it has been accelerated. Both 
the Association of National Advertisers and the American Asso- 
ciation of Advertising Agencies have stressed this point in their 
recent meetings, and have had consultative discussions with the 
Federal Trade Commission concerning it.) 


Who pays the freight? 


Another 68-year policy of Good Housekeeping is also being 
vindicated by emulation. 


In January, one of our competitors, after following our lead 
for 35 years, finally raised their cover price to match ours. We 
have always believed the reader should pay for a good product 
and that advertisers should not be forced to carry the full load. 


We are happy to observe this trend, also going our way. 


And now, “‘Queen Size’’ 


Since 1885, Good Housekeeping has had only one job—to be of 
service to the reader. For that reason we have always accom- 
modated our page size to the woman’s choice. * 


In recent years four grocery store magazines for women have 
been created, all at our 429-line page, “Queen Size.” 


The Curtis Publishing Company, which for decades ran The 
Saturday Evening Post, The Ladies’ Home Journal and Country 
Gentleman in the bulky size, has completely switched the last 
into the 429-line size. Now the Journal is accepting advertising 
in this “Queen Size,” and as we go to press we understand our 
other two competitors also are accepting pages in our size. 


soing our way 


We are flattered, of course. It is becoming increasingly evident 
that the advertising message is important, net the size. 


In short, the trend is to our size, the “Queen Size.” Our friendly 
competitors seem to be following our lead in this one, too, and 
are busily going our way. 


We create the demand for you 


At Good Housekeeping we have long known that the plea, 
“you-can-sell-them-if-you-reach-them,” is wrong. If mass alone 
were the answer, sky-writing would put us ali out of business 
tomorrow. You've got to reach them with a believable message— 
when they're in the mood. 


If a woman is reading recipes in a magazine she paid to get, isn’t 
that the best time and the best place to tell her about your brand? 
If she’s learning new ways to set her hair or care for her skin, 
isn’t that the best time and place to tell her why your product 
will make her lovelier? 


When she’s planning to remodel her kitchen and is studying our 
pages to learn how, isn’t that the time to introduce your line? 

Service magazines like Good Housekeeping create the demand. 
We do most of the selling job for you. We tell the customer 
what and how and why. 


All you have to do is tell her which! 


The moral is plain. You've got to serve them to sell. If your prod- 
uct is bad, nothing will help you in the long run. If your product 
is good, you can change your package to follow the leader. 


But you sell more when you identify your interest with the 
customer's. For 30 years we have been the leader in our field 
because we have held to that principle. The trends, increasing 
every day, are back toward that simple business truth. 


If you want to sell to women, come along with us. We've been 
doing it for 68 years more successfully than anybody else. 


Going our way? 


*Our postwar study made among women readers of various magazines, privately 


made for us by Elmo Roper, provided convincing evidence that our regular 
429-line page size was the size the reader wanted. We ordered new multimillion- 
dollar presses accordingly. But, make your own survey—ask your wife, your 
secretary, other women, which magazine they prefer for size—for easy read- 
ability, and for ease of handling. 
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James to Flexible Tubing 
Howard W. James has _ been 

named manager of advertising and 

sales promotion of Flexible Tub- 


ing Corp., Guilford, Conn., manu- | 


facturer of flexible ducts for ven- 


Revell Comes Up Fast with Model / :tos: 
It May Sell 20,000,000 Kits This Yea: 


Venice, CaL., June 10—Revell with Revell’s think: 
Inc., manufacturer of plastic auto- Day offers a big : 


| 
} 


g that Father’s | 
vy sales poten- | 


* smmygre 
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' feature counter displays. 

eg Without revealing figures, Mr. 
Glaser says the February re-order 
was greater than the initial order, 
and the March re-order was equal 
to 75% of the initial order. 


tilation and materials handling |mobile hobby kits, has started a tial. According to °’ 
equipment. He also will head the ‘Father's Day promotion said to be chandising manag, 
company’s distributor sales train- |i). first national campaign in the tain that more set 


; ’ : Brsez ‘ 
pe Bagh Smeg Neen ae taee icing Nobby industry. Revell’s slogan: | sold this month th 


Plans for the big fall season : 
include use of BH&G, Family Life 
and consumer hobby magazines. ' 
The co-op advertising program y 


It Grey, mer- 
it is now cer- 
f five will be 
in all of 1952. 


manager of Ken Paulson Associ- 
ates, Madison, Wis. 


WPTZ Promotes Tooke 


Rolland V. Tooke, assistant gen- 
eral manager of WPTZ, Philadel- 


“This year give Dad more than a 
gift, give him a hobby.” 
Consumer promotion is sparked 
by a color ad in This Week Maga- 
zine and ads are also running in 
Air Trails, Chain Store Age, Craft, 


While Revell e> 
their Highway Pi 
offered something 
by industry, they 
their kits were 
time favored by 


ers kits have 
»w to the hob- 
ilso point out 
roduced at a 
er trends. 


utives believe | 


Father's Day Special! 
Deteh aa bs sees the es, ven 8 Cond 
Rend + ramon peta we 


RIGHWAY 


will also be intensified. In trade 
papers, Revell is stepping up its 
schedule and using four and five 
pages per issue in the publications 
previously named. 


phia television station, has been|Hobby Merchandiser, Model & There is this cent combina-| ueagynemmes PIONEERS # By such strong promotion, it ' 
promoted to general manager. Mr.| Hobby Industry, Playthings, Toys tion of favorable «::cumstances, it!) "3! , pe is believed much can be done to 


Tooke succeeds E. B. Lovement, 


& Novelties and Variety Store Mer- 


is said: More anc more attention 


os gong tetwsng ont poe — QUICK CONSTRUCTION KIT 


6 oar ARNG az ox Stca te! Wa: 


keep kits moving in all three types 


who will remain with Philco Corp. | chandiser. is going into the development of| ——<cm_-— mgt ss $B of outlets even during traditionally } 

Recently the seg Mnahouse Be-| Supporting promotion includes a creative outlets for both children| (GMINA Peal i pum. owe, 3 slow periods. The company will 

ae ae tM iemuranem heads kit containing window strips, coun-| and adults; people have more leis- eee eee Status | also soon introduce two new hobby 

and operating personnel will re-| ter cards, banners and price cards ure time and a need for hobbies; Waiting for you at teading chan Kit lines featuring reproductions 

main the eame. for standards in chain stores. Tie- there is a vogue for Americana, | rata ney agp ered of well known battleships and air- , 
in advertising is also available. which is particularly transferable | ae | planes. 


Poole Broadcasting to Mullen 
John Poole Broadcasting Co., Los 


Revell is a strong user of coopera- 


| to automobiles. 
tive advertising. 


Sudler Advertising, Los Angeles, 


The big season for toys—and| has handled the account since the 


; , hobb items—is September - 
Angeles, has appointed Frank Mul- ; ; ae \e Beyond this, the Highway Pio- cae December. Aa hobby program began. i 
len & Associates, Beverly Hills,|® According to Lewis Glaser, pres- | neer kits make it easy for an adult|<ajes are also strong January ‘ 
Cal., television management con- ident of Revell, Father’s Day is'or child to be a “collector” and t 


sultant, for its new u.h.f. Los 


expected to be a natural for the attain a pride of accomplishment 


through April. Hobby items also Roto-Broil Names Agency 


: : : Roto-Broil Corp. of America, , 
Angeles TV station, KPIK. hobby and toy businesses. He says | without too much cost or difficulty. poder ged ae poten aed Long Island City, N. Y., manufac- é 
freer: — and children hg be Previously, it is pointed out, auto- |? : ; turer of rotinserie-Lroller comibinie- 
/hard to buy for a man, and a hob-| mobile hobby kits retailed in a — oe tcolf i ions, nas hamec Froauct Services 
. |by presents a satisfactory answer | price range - $2.50 to $3.50: as » Having established itself in the to handle its account. The company 
Quality to the dilemma. | much as 20 or 30 py ios hobby industry very quickly, Rev-| will sponsor Mono Drama Theater - 
Revell’s principal line is High- new ‘ ell in October, 1951, began a strong| five days a week on WABD, New 
all : | were required to put the auto to- : oe | Waste aaa ee ; Bed 
CIRCULATION BUILDERS a . mlesiie “quthentio °- |trade campaign. Schedules calling | York, and participate in WOR-TV’s 
way Pioneers, plastic “authentic | gether. A Revell model is low in ‘ Film Theater on Monday th 5 
dels of early A am auton? | ood , for one and two pages a month y through 
for leading models of early American autos. | price, it can be assembled in less were begun in Craft, Model and Sunday. Cooperative department ] 
The biggest part of its sales come | than half an hour, and when fin-| po4p, Industry and Hobby Mer-| Store advertising in newspapers 
Magazine Publishers | from individual ward a ge ished is actually an authentic mod- peer i. aa oak eee and magazines will also be used. 
ing at 69¢ or 89¢. They also se P ‘ nee . errs ’ 1 
UNION CIRCULATION CO., INC. cite in sets of five. and it is this el of oe oldtime car. . things and Toys and Novelties . : . I 
‘ sets ,a t is ‘ Revell entered the toy business | . ore added to the schedule Philadelphia Artists Elect 
$ Columbus Circle, N.Y.19 * CO 5-8088 = part of the line that is being fea-|jn 1947, coming out with its first F Ira L di 
oe in the Father’s Day sh at ‘ ; it , Strong emphasis was placed on ra Low, store art director for ( 
“Over © Quarter Century | tured in the Father's Day push at) automobile toy in 1950. This was point of sale and co-op advertising. | Lit Bros., Philadelphia, has been 
of Dependable Service” $3.45 or $4.45. the model of a Maxwell, selling for|', 45415” service rack was de-|clected president of the Art Direc- k 
$2. It was a hit and over 1,000,000 | \.)55ed in order to encourage self-| ‘0S Club of Philadelphia. Other 1 
F LORE NEE OE ® Apparently the trade goes along | were sold. However, the toy busi- | -0P&® 1% order to encourage sel'- | officers elected are Edward Cullen, 
ness is one of rapidly declining ae ee vertical, it) Arrow Displays, v.p.; Carl Eich- 
sales after the introduction of a requires one-sixth the space/ man, General Outdoor Advertising I 


demands the utmost skill and 
constant application of a wide vari- 

ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
an % COMPANY 
: 118 S. Clinton Street 


Chicago 6, Illinois 
FRanklin 2-6343 


;new item. Outside of such “staples” 
as Erector sets and electric trains, 
most toys enjoy a vogue for a brief 
time. Toys are an impulse item, 
and customers usually ask “what’s 
new?” Revell’s experience is typi- 
cal. Sales of the Maxwell dropped 
to 200,000 in 1951, and to less than 
100,000 in 1952. 


® With this in mind, but convinced 
there is a latent demand for autos 
in the hobby field, Revell entered 
the hobby field in April, 1951. 
The initial line had five auto mod- 
els. The thought was that, if enough 
peopie could be interested in be- 
coming collectors, the purchase of 
one model would lead to the pur- 
chase of others. In 1951, Revell 
sold 1,500,000 individual kits. 

Five new models were intro- 
duced in 1952; sales were 5,500,000 
individual kits. Five models are 
being added this year, and sales 
are expected to hit between 15,000- 
000 and 20,000,000 kits. Sales are 
now at the rate of more than 1,000,- 
000 a month, and the big fall sea- 
son is ahead. 


8s At the outset, Revell sold to 
both ,hobby and variety stores. 
At first, hobby stores objected to 
handling an item sold in variety 
stores. But they were soon con- 
vinced that variety stores made 
sales they never would get, and 
these sales frequently developed 
hobbyists who became interested 
in more difficult items that led 
them to hobby stores. 

Toy stores were 
the kits, but ne 
culty. In selling tl 
variety and toy s' ores, Revell was 
cutting across taditional lines. 
Hobby stores like to be considered 
‘as selling technic: ! items that re- 
'quire specialized knowledge. Va- 
riety stores, intere ted in any item 
that moves well, ‘id not normally 
do much with h bby items. Toy 
stores, even while deploring leng- 
thy slow periods, did not like to 
‘lose their “toysy” 
However, toy stores were con- 
vinced the Revell line fit in their 
scheme. The selling seasons for 
hobby items also helped. 


finally sold 
without diffi- 
ir line to hobby, 


| 
i 


atmosphere. | 


needed for a conventional counter 
|display carrying the same amount 
‘of merchandise. A special display 
/piece was developed to show a full 
| five-model set assembled. At fre- 
quent intervals, new banners and 


‘counter display are introduced. 


s Convinced that they are on their 
way, Revell has 


page, 
‘the Woolworth stores 
Homes & Gardens. This was a na- 
tionwide promotion with all the 
chain’s 1,900 stores participating. 
The stores were all visited by 
supervisors to work out tie-ins. 
A majority of the stores installed 
window displays and most had 


big plans for) 
1953. Its opening gun was a full-| 
four-color co-op ad with. 
in Better) 


Co., treasurer, and W. Fred Clark, 
Gray & Rogers, secretary. 


Industrial Tape Changes Name 


Industrial Tape Corp., New 
Brunswick, N.J., manufacturer of 
Permacel and Texcel pressure 
sensitive tapes, has changed its 
name to Permacel Tape Corp. 


what, 
no alibi? 


Back in the days when some 
of us here at Carl Gorr’s 
printing plant learned their 


trade, the alibi was as important in a printing plant as a 
quoin key. Printers would promise a job at three o'clock 


tomorrow and when the customer called at, say four, would 


start concocting the most dazzling array of bad fiction outside 


the dime novels. Guess we were absent the day they taught 


that. because we learned that customers like their job on time 


better than they like conversation, They even like our policy 


of telling them in advance if 
going to meet a delivery date. 


we are, for good reason, not 
Doesn't happen often. 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. - Bittersweet 8-1331 


ate eee ee ana Mag Pipe ve? San C5 ae Tt 508 Ae pie yh Dir Sal & " a te ee - +. a -—.~; 2: 
ONS OM ae ena ghey Ae ee age che =p Ac aR ~ oe a aw et ete pe ae, STAVE PPO Ets See Ae ae ge TE, gir cps aN te RGN k Sere se AN Be ee MS On Te Ta in ne a, 4 Ce 4 ae ow _ ae _ 7 fae 
Repeat 2 2 setae Ree eens tee See ede Se cuaee rigs : edn. nt Sh Be Bg aie nee Sa Ai tee ead Seg ea. se bEel 3s ON EGER VEL a eee Rem aa, eM NER Fe ais tint cath Seat Re) aad AT A 
wa Ape pen Re ing Pie a a Soe eo) ee Se hae S yegied 4 oe 2 ie eee ee kat Reo ge ela fe aes Se i Peat Rese ee ce Sites Ree Se a ee aA eat oes Sine ; 5 ae A be esaae - a A See es Bast 
‘oe spose SS Shae paige cet a on org ne ea ees pecan Ea Se leis atic, ei ehg eer ae = a ede HOST O Soret SER ope! Ae gee wae i Fe oe EE ea, eae se peesaeehs f PR RPO ge tg eee Preps rat eee ee 3 a faa ae 
Mie Ue Betis 26 BS es fe . 4 - 3 as Pe . : a ¢ Eee pare ee ee elie es eat dR gem a ae sea gests. Re ae, Se ar og De 90 ENON al A ; ea STs. ey Ae Tens a: 
- Oy a eae. : * rs er rote , a a oer Ate ‘ "4 4 ee a ak : rus bard ie ah ot 
: a : ; a he we ; 5 hee ee g es 30) Sey i . 4 rian : oh 7 = . Pet eed : 5 3 ee ie : 7 oie cig 
ee een Rae or AG a oh ee i ce eg tee Ce ee p 5 oe ei ss ge “ ° ees asa a4 ‘ Tyee ha pet sabe ee coe. yee 3 - re os 
7" i | ee eS Gg on 3 <7 A Nr te ea eee Fe eto ae Oa A See Mee, Gees ee eis th mk eer —— fe asl “eee ated Serr ee eat We Fn oy ee ia , i re 5-5 aeons 
Bt i em a rege rman Saget pe 22 cers BR o my ln Gite pais ae ce “eee sae Cee ai ee ieee giana ee ae ete neo ee ; si. s Kiyo! He eae oe Fy ek eee Ha tages <<, Coe pe eae ee ar Se Nt en Fe Sand tee ee Sar NT, os : 
is eee: es a NT Sg TRIN Bena cin ON Sas tiie ea era apd 3) ae $i ORR. Tee ieee Sara ve ore eae Sone oe NEI te A _ Bee Wee Doe : ai ec eee ue eae 
| : , ’ 7a Ree ee \ heady uae ee ee et al eee sale SED ae annie Tc oo 
: ’ ‘ y Sr Ee ; 
. : - ee os : reeger Pe . . a , 
ae EG, Sine ama ~ — 
| ee 
| a ee 
i WR carver? Empey Pee a é 
4 pay p/ 4 o 2S Y 
Qu a ee 
. A . ne 4 VSD te oh oc GA 
Bee ” A ._ “Soa re 
: a oe ee 
J — Bie z 
4 4 ‘ 4 ee 
a ie 
3b q Hs a 
be ie. ce ae 4 
: os , 
. . ees } 
| —.% : : am 
Fo | y 4 a: Or. ) 
- -_ % 
Dax 1 P| r 
¥ 
| 
WO i rr rrr rr seco 
RNORE 
= 
ape 
eer 
ne 
ee 
Behe ah : 
oir 
= ee 
ier es | 
eae 
epee 
GK 
wis: 
ranean 
ae 
a 
aug. 
. V 
aes 
te 
Bene 
ae 
ote icy 
7. 
oe 
ie aes 
‘ = ” 33 2 nthe . pet af 4 . e . 4 
bag ety x, i, i y ‘ cr : ges | 
ee ’ » - —_ we ts ’ Y. a) 
a i wore y ne pt 
ae nasil pe \ 24. he 5. 
ae ee : J = ce 
aid ’ ; 
ie Bs Cal me —————— 
a 3 Soo Magia ee 
ae i I Ee: ; %, ; a as~ i as #2 | 
wg ee p ge fi: 7 
oe fe fie $4 
i pauhtig oy oe , aug P és 
tree é 28 Bee ite a 
‘ ; 5 Fal (> Laon “es 
Jee Pl 4 “ #3 ae ae a i, 
ma ie i: a 4 A, (<i. 2 ae , < 
Sees ' 7 ) ie biG ’ oe 
oe: \ oR A a se Mins a * 
Pena a i A oi igs Mae Ss 
ee BD ‘ §° SS he 
as Re . : Se ge F 
hae ae * Nig ae 2 es es” € 
peer ses ® MO ta @ : aaa =. 
ial Z 3 i #§ ‘ & P Gi's BEST ENTERTAINMENT 
7 mes See 2 : PITTSBUR Bt q37 MC 
ers % “se ge 7 si te — ; si 9 
+ see . F i " 4 7 ai y 
_ : s cH? 
a ee F 4s 4 T i 
Ss = m Askin, ~ 3 
See i 3 
Ne Pa 4 née 
pee . . 
eae , % ‘ | 
. ‘ | ool, } 
ye we : | 
We fos. \ ie, # eae i 
a ae ee My f te 
as A % hag 
ane 4 #4 (ais 
Ta a it a oy > 
se Be abe ar a ea ee | S 
me x) “8 ; ian se 
: LS \) > ee - S) 7 Bass 
a os BY i it ; i ts 
ae wit ee, : a : + 
a 4 a | | 
a si es 4 AG i 
: a, oe ce 
ce & heh I 
uo x ¢ \ by a 
: i ‘ " ’ apg | 
seach i ni {ge 
EN Se re i ta oi Th ha) d . 
eas ae eh Cake L és 
sete oe i ae gee S 
ea ae ie 
ee ae a 2; ae 
Seti a 
aoe vy i PR. 
ans Ps ‘i ? hong 
Rel es SY Si eae 
f, \ Sof 3% 
t » = i? » : 
as fa Va 
2 
4 sBe ee 
4 - 2 4 
be 
4 wd ni n Pe 
; ™ ae : « b : 
w F B2 eo, ’ 
ree - Pe 
ety % 
ens i 
re - 
sa Selle 
he ae 
< Po * 4 ee 
; e 
xe PE ol asi sth et cated ‘“ ee Pp 
fy tee 
~ “3 . i a 
ae * b \ : ; ; : . : ) ) ) ) 
e a gf ROS os ae i Sidhe ek Lae bP hts Te, at ald ase wees cre UG aa #7 ges Reels Sh eae sbo eRnte ee, Seen y Noa 2 * s* t : “ad te rye e - \ : shi be a Paid tae! Bree Mls tee 
* = > hea ae Pre eore, a Re ea» a be ee ¥ y ~~ OME ‘ ; i $A ewe Fars, > s - @ * = £ és SO Nas ath oe os hag” scape Ae eae M8 ey A. ee a tds ‘ EA ae, Onan eames et 4s Oe ee 
ist Ve tee an ay eames, wen «9 Re Po 4 By pint ot Sash, Rice ss ed ae og ee Pm 4? , + Sab wre: eee a Ren nf <2 eae t f oe Ea ae “hs : eee Bue i Mees “23°: aay ae ee alba BA 
Pie Ff : By gi eS ; 2 d ee ts HORE E oee e pie ee AUO RT 4 a Cys 8 Syhe e SS Jor é Se aac Ee saree tt Ars et gen a Shoe States 100) 5 ome See 
. . 2 : So ; . Se a ae "5 a: , < Ste é. ie) z . 


AQ AnAOw | Qe 


ins —s nO ot 


we 
- 


— © 


“~"nN SSS Kt te 


ne 


You walked in to see him—told him your story — 
and his “yes” or “no” decided things in a hurry. 


That was before the days of mass production. 
Now the man at the roll top desk is only a 
memory...and a dusty one at that. His 
counterpart today is the management chart— 
indicative of the group that participates in 


running a plant. 
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When one man 


ZA ran the company. 


...communication 
was a cinch 


Decisions are made and influenced at many 
different points in this complicated structure of 
management, production, engineering, sales and 
purchasing men. Limited time reduces the sales- 
man’s direct communication to a few so-called 


key men in each company. 


That brings up a problem that concerns alert 
management in every company. How to increase 
the effectiveness of those important and expen- 
sive personal sales calls—and how to communi- 
cate regularly with the behind-the-scenes 


influences who have a part in each “yes” or “no.” 


Mass-communication intelligently and adequately 
used is the answer. Your advertising agency is 
experienced in the methods of mass-communica- 
tion to industry. Check with them to make sure 
you are reaching all the functions with a voice 
in the selection of your products. Check, too, to 
make sure that your advertising job has kept pace 
with the tremendous growth of the markets you 
are trying to sell. We'll be glad to help, too, with 
market and coverage data on any of our publica- 
tions, based on Penton’s Continuing Census. 


™® PENTON [usm 


PENTON BUILDING e CLEVELAND 13, OHIO 


ak Si. hele To se NEY go> ie 19 Raed si Pr i my lane Non Str is ies eae OP slik Mn Pid seven ees cts oS te hd PMR a SE Nearer ai ek A 2GaNeS 1S SU eae lets KOS aa te iS a: - SE aie Lies poe. 1 ie oan khan pote 
pe 34 ee Pe. Se Se oe See Mame a aie Were ie FO. fs! oie a ee gig ca ere’ | awe ek oc 7 mitra cg ape es ae Gs wh peal eet : adi, eee eterna eS a SERS ro meee Sr lS = GA Te a Pum eh gt Sie 
pn ae teat Ce a PRE SUA Vetere oe eh dmees Srckty oF) 9 SB Gali agg OTN NA ecm. CaM aya of ROONEY Ae Remar weg ie ae. CR eae ns ; igs ort me US SR PS ir eae: ae Reet oe Ed fre eee, rie eae er thee Coe Sa oe 
33 : Scat Be cas g | she (ae ri ok e aoe es a chs eine Se as eke ee = ede! me Re Beis a Say: RW, . ok } Fete ed a ae Bee: d So eee ae ite “i 3% i Bove oo vf as 5 ee Hise 
ae aren Dee et ee es m ‘ x BE Ee open i PN AS ws RS gh fa Fy Z gt a i 2c : : " x : : 24 ’ e's a : neve 
earn mama: = 21 IGS Hs aw ciel Ne, Mr a de 8 Sc BT i ae rn OR ne na Fe ee in io go eta NS at ne Dera te aaa ere ay Det (US OSI oad rn eats ei 
aA MER E86. ‘ a mene ce Sh 8 a a aaa + a egies nem ee tag __ ee gee 
poe ete ae ee ee : hi —— : ' , . 
3 
? ' + S= 7 ; 
f, = 
' ad Fy . 
we 
1 a * 
f 4 
. ; 
4 z 
f 
'y 
q 
H < 
: > rr! 
~ 
} a 
a] é 
1 pars 
are 7 
| ¥ Bt a 
oo es 
} oe a 
ee cs 
peer UN 
Bee eae) 
aye Tae 
ra tc 
r ps 3 
bere 
ly Pica s si; 
- ds 2 
; ae 5 
oa 
a 
Tae 8 
eee 
° Yj . 
V ee 
f y ae 
e Se 
S i Se) 
ic 
ee oo medi 
] ane 
ee ee 
rp) ec 
. | V ; Sa 
yp i 4 , , : Osa 
Be / YL YL. YEO): IG i/ = 
| a2 ca s 
ae x 
“yy, yyy : uae 
‘ H 4°4644 Y Y Wi Y y Y, YY e ’ t : 
| Wj U ; 6 Y" Uy; VL pl Wp : , 
jhiwy eee 
4% 7 Yj YW Y YY Yj a, 4 5 
4:32 YYf4-,-@§: YU0““E=:£,-§_— Yl-6»-—s«s«“G Y ror 
Vp Ys Vist UV . : is i ae 
Le 4, V4 eas 
as ea” an a. ie 
Wy ; > es - ca 
Y, WY G4 om 
Za We Yl fitted es et 
y Y Y Yy a 
2B Yj; Z YY es 
Z, Z ij Yi, aes a 
oe Y r Pee elie 
Wy Wy y Wp Yyyyp A ae ee 
44 Ye nae 
, ssa 
y j Y Tips 
ie) sla THE a 
Y Yj) 
, ‘Lin tee 
Ped of TMF Re Baas 
Mr OE AN sd d ———lt—<CS eee Ray v9 ae” we eee 
ne we, “ie 4 ; 4. a s ; ; at ese 
re Be ie ; ¢ “ 
es i % - . ie SS AC ; \ \\\ ; °< uous Wer 
‘2 SS ae eee y ’ : S ‘ bd oe . era 
i. iy Gea’ 4? \ yy0wT~e | eae " , (C3 ES otst ee 
ho nee ee io nae Qae PPOs oe ! 7 “9 [ eer , 
k= is 4 wi ary 4 ve \ a a LENS ne Pere 6 2 ; % a os 1% is (ae 
thy a 4 . + < a a x4 age , ee Ge TA, i 
; —— wa arn nari nin Ke. ie Pc oe A aS a a Ae oie =~ 
me ay ts : eee BiB tae ogy HF zp Poin me nue a decree, ya hela Beale abana, 1 ea: e lls Ag kame are Se spate ay ee ie Seen eee Po : Ree ek, Rael te ee, Pa rk ace mae cg a ae Sr, yee ony Saar eae <5 ‘ ane ; one 
Pe: ASK, ae tes Sc RAL ae OE Bh OP oe RN Ete pp es Sgn he Aca % oN BAD Py ate Se alg ME et bee a a caigig ht Ae ae a B or Slik Be Sen tate * s bi ah pe we CUI Ao, EI i * one) = fs Dig eats SS as Wy amen y 
na ee , . ¥ oak eines “ . : a yee Be : ee " Fe > me. 4 a ie) tna caw £ ey “ - a i? te ¢ a wat ik Raa ee 1. ee on 


Wit a mass product, you buy mass markets. 
Mid-America is one — a mass.market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


NAEA to O; 2n 3-Day 
Summer Co ference 
in Boston Ju :e 22 


|. Boston, June 9-- 1e Newspaper | 
| Advertising Ex tives Assn. 
three-day summ:: meeting will | 
open here Monda June 22, with| 
a three-view pee} «to newspaper | 
| operations. 

First-day speak include rep-| 
|Tesentatives of r.\.ilers, national 
_advertisers and a’ agencies. Max 
| Hess, president, H’ « Bros. Depart- 
ment Store, Allentown, Pa., will 
speak on “A Reisiler Looks at 
Newspapers.” The national adver- 
tiser view will be explained by An- 
ton W. Bondy, print media mana- 
ger, Lever Bros. Co., and William 
H. Howard, v.p., Young & Rubi- 
cam, will give the agency opinion. 


@ Tuesday’s schedule includes the 
following addresses: 

“Does the NAEA Know Its 
ABCs?” by Carl Gazeley, assistant 
managing director, Audit Bureau 
of Circulations, and James F. De- 
vine, ABC special! representative. 

“A Report on a Comparison of 
Newspaper vs. TV Costs,” by Carl 
Nelson, director, Publication Re- 
search Service. 

“Classified Advertising and Its 
Importance to the Publisher,” by 
Raymond Dykes, classified adver- 
tising manager, Westchester Coun- 
ty Newspapers. 

“Your Advertising, ‘Force or 
Farce’,” by Charles B. Lord, ad- 
vertising director, Indianapolis 
Star & News. 

“The Revolution in Consumer 
Buying Power,” by Douglas Tay- 
lor, president, American Assn. of 
Newspaper Representatives. 

“Pay-Off with Pavlov,” by Ben 
Wells, v.p. and sales director, Sev- 
en-Up Co. 


# Four panels will meet Wednes- 
day to discuss advertising prob- 
lems, with groups organized ac- 
cording to size of newspaper cir- 
culations. Panelists will include 
E. Bartlett Barnes, business mana- 
ger, Bristol, Conn., Press; Philip S. 
Weld, publisher, Gloucester, Mass., 
Daily Times; J. Warren McClure, 
advertising manager, Burlington, 
Vt., Free Press; C. J. O’Con- 
nor, advertising director, New 
London, Conn., Day; Ed B. Scott, 
advertising director, Quincy, Mass., 
Patriot Ledger; Charles C. Fenn, 
advertising manager, London, Ont., 
Free Press; Joseph A. Lubben, 
business manager, Dallas Morning 
News, and Stanley A. Ferger, ad- 
vertising director, Cincinnati En- 
quirer. 

Breakfast and luncheon speakers 
will include Dr. Sarah M. Jordan, 
director, Lahey Clinic; Bill Cun- 
ningham, Boston Herald-Traveler 
columnist; Erwin Canham, editor, 
The Christian Science Monitor, and 
Henry E. Abt, president, Brand 
Names Foundation. 


Lionel to Grey Advertising 


Lionel Corp., New York manu- 
facturer of toy electric trains and 
scale models, has appointed Grey 
Advertising Agencv, New York, to 
direct advertising and promotion 
for the company’s new three-di- 
mensional stereo camera. 


Mills Joins Marvin Gordon 


Chet Mills, formerly v.p. in 
charge of produciion with Tim | 
Morrow Advertisin « Agency, Chi- 
|cago, has joined \lervin Gordon | 
|& Associates, Chic: zo, as v.p. and) 
| general agency ma ager. 


Pa. Broadcasters ‘!'ame Thomas 


William J. T! mas, general 
manager of the learfield, Pa.,| 
Broadcasters, has been elected’! 
president of the Pennsylvania | 
| Assn. of Broadcast 'rs. 


| Meklenburg App ints Miller | 


Albert B. Meklen .urg Organiza- 
|tion, Long Island r alty company, 
(has named Miller Advertising 
| Agency. New York to handle its 
‘advertising and public relations. 


%, 
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Wen your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 


Advertising Age, June 15, 1953 
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Advertising Age, June 15, 1953 


Department Store Sales... 


Sales Drop 13% in 


WASHINGTON, June 9—Memorial 
Day, which fell on Saturday this 
year, got the blame as the Federal 
Reserve Board reported that de- 
partment store sales in the week 
ended May 30 were 13% below 
those in the preceding week. 

Last year the big holiday came on 
Friday, leaving Saturday free for 


shopping. This explains why the | 
Memorial week sales sag last year |. 


was only half as big as this year. 


As it turned out, sales volume. 
by the big merchandisers was al-_ 
most exactly the saine for the May 


30 week this year as for the corre- 
sponding week of ’52. 

District reports showed that the 
biggest drop-off was in durable 
goods lines, for which Saturday is 


a very big day. Though most dis- | 
tricts shared in the sales loss, ex- 


tra night openings and summery 
weather kept it low in the Midwest 
and produced sizable gains in the 
Atlanta, Dallas and St. Louis dis- 
tricts. 

For the year to date (22 weeks) 
the big stores were still 5% ahead 
of 1952 in dollar volume. 


% Change from ‘52> 


Week Ended 
Federal Reserve 


District, Area, and City 16 23 30) 
eae 6 rr 0° 
Boston District _............ 9 8s — 
Metropolitan Areas 
BOO TEOVON cvcsccsecescvvcessce 0 —3 —I15 
Lowell-Lawrence ........ 26 15 4 
Cities 
Downtown Boston ...... 8 5 —1ll1 
PIE IE acseccescsesiveesess 20 13 4 
VEO ccrasaserisesecicnss 13 21 —6 
New York District ........ 9 7 === 
Metropolitan Areas | 
I \esisss cc ceasnseciin piece : 11 ry —4 
PIII xivspessexcvsuspduictoce 26 =6r22 —1 
IID senvisddhteccerectaveietie 17 8 3 
Cities 
See 6 r5 —5 
ae ee 15 10 —2 
Philadelphia District ...... 19 2 —6 
City 
Philadelphia .................. 18 10 —- 
Cleveland District .......... il 8s — 
Metropolitan Areas 
PI fn cicatacssieudiasssepaintienss 4 8 -3 
CSOINEAIIDN bass sicesicocasavaies 9 9 4 
CTI aacisivcccsciiinsscces 8 7 6 
IEE SB sdiescsesvefocsisunadiaies 12 9 —9 
IIE aeiniadishdnedionsenionumiseceed 22 8 1 
Cities 
IND Sccccsiectaicacesesvss 14 9 —5 
PENS viccdoetivesnscivasees 10 9 —5 
Richmond District .......... 12 ro —8 
Metropolitan Areas 
Washington ..................+. 10 12 14 

Downtown Wash- 

RIE abi ckashicsundusinndiess 7 8 —14 
IID cessaivervicesttonions 1 7 —10 
PNRINEIEE  stzcesesanesaseertoase 12 12 —5 

Atlanta District ................ 6 6 13 
Metropolitan Areas 

Birmingham ...............+00. 2 3 10 
SHERBORN VEIG ...000000000000- 7 4 8 
PE -conbsitip thoes visssrstecs 23 2 1 
Atlanta ......... 8 r4 8 
IS sacsicrteinsencesessitiens —1 1 14 

New Orleans ................ 4 7 12 
I a 4 14 21 

Chicago District .............. 9 = | 


JUST ASK FOR MARIE: 

Call WAbash 2-8655. and ask for 
Ma Maize on your next multi- 
graph, mimeograph,° addressing or 


of rienced personnel, yy 
always in line. THE ‘ER SHOP, 
Inc., 431 S. Dearborn St.. Chicago 5 


(Now in our 23rd successful year.) 


mailing job.-Quick pick-up and de- 
live sta om work, plenty 


May May May 


ws 


Memorial Week 


‘DEPARTMENT STORE 


SALES INDEX” ~ 


1947-49 equals 100 


Week to May 30, ’53*..p97 
Week to May 31, ’52*....97 
Week to May 23, ’53*..112 
Week to May 24, ’52*..105 
Week to May 16, ’53*..105 
Week to May 17, ’52*....99 


*Not seasonally adjusted. 
pPreliminary. 


Metropolitan Areas 


| ne 5 12 —5 
Indianapolis .... 4 8 2 
} IIE bills ciclistnddsercthsvisetee 18 9 7 
Milwaukee ................000 4. 8 —8 
| St. Louis District ............ 5 10 17 
| Metropolitan Areas 
UN TOE Kisessecccctzerssres —1! 11 29 
WUD Sikecosccsctsascesaseres + 7 11 
OS | eee 9 12 17 
I. ce:sssscirsserststascescese 8 ll 21 
Minneapolis District ...... 5 4 —4 
Metropolitan Areas 
Minneapolis-St. Paul .. 4 bd ° 
Minneapolis City ...... 2 bg bd 
Be. Paul Cu ns... ; 8 —2 —3 
Cities 
Duluth-Superior .......... 9 -—2 -3 
| Kansas City District ...... 0 rs 
| Metropolitan Areas 
0 eee 2 1 8 
ee ere 5 17 11 
TI, nisin osicdustabttonertcive 4 8 18 
} See IIS: Sesccseresccoicsisere —2 11 11 
Oklahoma City ............ —l 0 20 
TRI delhccdagacussicniocavekeressecs 2 19 23 
City 
| Kansas City ............... ; —2 5 8 
BD TRNNIG civscssccncsscnes —I2 of) 10 
Metropolitan Areas 
IRS Saiki cca inasescasiblinss —11 23 
ee eee . —5 1 7 
WES WRGNUND visccnceseiesseessss -15 —2 6 
IN. scxsadiscenesitonscdseai —7 0 4 
San Antonio ................... 26 4 0 
| San Francisco District. —5 r—5 —8 
| Metropolitan Areas 
| Los Angeles .........0.00... —9 —12 -~6 
Downtown L. A. .... -10 — 
| Westside L. A. ............ —3 —l1 —4 
TOT TD hrcscctictiennrsines --8 —§6 —20 
San Francisco-Oakland 0 -—§ —17 
San Francisco City .. —-2 11 —17 
Oakland City ............... 2 4 —16 
SII. { navsasdecnavundctaiiiess 7 3 —6 
Salt Lake City .............. —15 —3 —8 
MII ciecnsdacstsociasiaicaiasnats 6 13 6 
Spokane ........... 7 14 —8 
rRevised. 
*Data not available. 
Thayer Appoints Chirurg 
Thayer Inc., Gardner, Mass., 


manufacturer of baby carriages) 


and juvenile furniture, has ap- 
pointed James Thomas Chirurg 
Co., New York and Boston, to 
direct its advertising. McCann- 
Erickson formerly handled the ac- 
count. 


Tappan Stove Names Agency 


Tappan Stove Co., Mansfield, O., | 


has appointed Ketchum, MacLeod 
& Grove, Pittsburgh, to handle its 
advertising. Griswold-Eshleman 
Co., Cleveland, had the account 
previously. 


Lakeside Labs. Names Guin 
Wyman Guin has been appointed 
v.p. and advertising product de- 
velopment manager of Lakeside 
Laboratories, Milwaukee. 


Purex Introduces 
| Powdered Chlorine 
Bleach in New York 


| New YorkK, June 10—Purex 
|Corp., South Gate, Cal., introduced 
its new Purex dry bleach here 
| last Thursday. 

| Craig Davidson, v.p. and mar- 
‘keting director, said the advertis- 
‘ing campaign includes full-color 


| pages in Good Housekeeping, Life, | 


|Parents’ Magazine and Woman's 
Home Companion, as well as in 
such supplements as Perade, The 
American Weekly and This Week 
Magazine. Participating 
ship of the “Jackie Gleason Show,” 
Larry Storch and Garry Mocre is 
also scheduled on CBS-TYV. 

The new chlorine bleach, in tiny 
white granules, is said to be the 
first and only chlorine bleach in 
dry form on the market. The 
bleach has markets in al! 48 states. 

Packaged in an amber jar which 
permits stacking of 166 units in a 
space normally occupied by 68 
jugs of liquid bleach, Purex is 
selling at 23¢ for a 64-ounce jar 
and 39¢ for a 12-ounce jar. 

An inner top of 3-ply membrane 
‘glued to the mouth of the jar has 
‘small perforations on one side to 
|allow for sprinkling, and on the 
jother side a large opening for 
| pouring. 
| Foote, Cone & Belding 
agency. 


is the 


Edelman Opens N. Y. Office 

| Daniel J. Edelman & Associates, 
| Chicago public relations consult- 
'ant, has opened New York offices 


21 at 104 E. 40th St. 


Brooke, Smith Names Two 

| Michael Roeder has been placed 
|in charge of all space buying for 
the San Francisco office of Brooke, 
| Smith, French & Dorrance. Doris 
_ Williams has been named head of 
_radio and television time buying. 


| moony Center to Lawrence 
America’s Hobby Center, New 
York supplier of hobby materials, 
has named Sherman Lawrence Ad- 
| vertising, Newark, to direct all 
‘mail order advertising, merchan- 
'dising and sales promotion. 
| 
_Hunsaker to Lewis Edwin Ryan 
Samuel E. Hunsaker, formerly 
with N. W. Ayer & Son in both 
Philadelphia and New York, has 
been appointed copy chief with 


Lewis Edwin Ryan, Washington | 


agency. 


Appoints Eschen & Roe 

Eschen & Roe, West Coast mag- 
azine representative, has been ap- 
pointed advertising representative 
on the West Coast for the Ameri- 
can Legion Magazine, effective 
July 1. : 


Abbott Kimball Co. Moves 


sponsor- | 


| 


| 
| 


The San Francisco office of Ab-| 


bott Kimball Co. has 


moved to} 


| 
| 


larger quarters at 405 Montgom- | 


ery St. 


Get all the facts from 
REYNOLDS- FITZGERALD, Inc. 
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SALES ACTION = — 


in the Oregon Country... 
Use Portiand’s only home-ovsned newspaper 4 


the JOURNAL 


‘PORTLAND'S PROVED CVENING N 
em nde 2 


ACEI 


wom (UCU ETT 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


(a 
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THE ADVERTISING MARKET PLACE. 


Rates: $1.00 per line, minimum charge 


$4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED | 


HELP WANTED 


ADVERTISING OPPORTUNITY | 


Hardware Mutuals, a nationwide insur-| 
ance organization, offers exceptional op- | 
portunity to a young, creative advertis- | 
ing man. 
The man to fill this job should have at) 
least two years of consumer advertising | 
experience with a flair for clear, forceful | 
copy and ability to do some rough layout 
work. He will have the desire to assume 
+ + cccaaead in an expanding organize- 
tion. 

Hardware Mutual’s home office, located 
in Stevens Point, Wisconsin, provides a 
friendly, small town atmosphere (pop. 
17,000) with access to Wisconsin's great 
vacationland. Give complete information 
including salary requirements. Desired 
age: 25-31. Write Hardware Mutuals, Per- 
sonnel Dept., Stevens Point, Wis. 


PRODUCTION MANAGER experienced 
directing end training staff; needs basic 
ability to set up work quotas and instruct 
clearly but major requirement is success- 
ful record as executive. Opportunity for 
ad manager, art director, account execu- 
tive seeking wider responsibilities. Steady 
year-round job, air-conditioned lant, 
many insurance, bonus and pension €- 
fits. Reply confidential. Please give back- 
ground, reason for change. 

Box 5787, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


AVDTG. MGRS. - COPY WRITERS 
EDITORS - PUBLIC RELATIONS 
SALES PROMOTION - ARTISTS 
Serving both Employer and Employee 
SHAY AGENCY 
30 W. Washington St. Chicago 2, Ill. 


Excellent opportunity for Circulation 
Manager with plenty of ean ta and 
direct-mail know-how. ewspaper not 
enough. Must have trade paper experi- 
ence. Salary plus commission override on 
string of trade papers. 

Box 5795, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ARTIST WANTED 


Northwest Ohio agency has opening for 
an experienced creative layout man cap- 
able of turning out smart comps. for both 
consumer and industrial type accounts. 
Exceptional opportunity for the right 
man looking for a future as Art Director. 
Write freely stating experience and salary 
requirements. 

Box 5789, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


SALES PROMOTION - PUBLICITY 
Manufacturer of quality steel kitchens 
seeks creative writer with knowledge of 
printing and production. Good working 
conditions, pleasant community 35 miles 
from Chicago. Send full resume, snapshot, 
salary range. Replies held confidential. 

Box 5802, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


HERE’S OPPORTUNITY for a Chicago 
al...in a small ad agency in Chicago. 
our work would be interesting always; 

you'd work with pleasant people; you'd 

be a part of the place; you'd have open 
invitation and opportunity to climb. We 
want someone 25-35, with trade magazine 

or “house organ” experience; want a 

smart person, an agreeable, personable, 

earnest person. We'd start you in typing, 
in proofreading, and some production. 

You'd love it. We are rather famous, more 
than 20 years old. All our people know of 
this ad. Box 5786, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 

MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS B lo CHICAGO 11, ILL. 


Old established middle west feed manu- 
facturer seeking advertising man. Exper- 
ienced. Good references. 

Box 5774, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


AUTOMOTIVE COPYWRITER 


Opportunity for young man with success- 
ful automotive writing and sales promo- 
tion experience in growing fully recog- 
nized Ohio Agency with automotive, farm 
and general accounts. Write Box 5796, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill, stating experience and 
qualifications and send photograph. 


Chicago office of leading radio and TV 
station representatives has excellent posi- 
tion open for radio salesman. Experience 
in national sales with representative or 
station helpful. Excellent opportunity. 

Box 5792, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 
PRODUCTION MANAGER 

for medium-sized Chicago 4A Agency. 
Experienced buyer of all kinds printing 
and type. State experience fully. Give 
references and salary desired. 

Box 5798, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

BARNARD 

A service for employers and applicants in 
the fields of advertising and publishing. 
Office and Professional ‘CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


CONSUMER RESEARCH ANALYST 
We are looking for a creative thinker 
with new approaches for our Commercial 
Research Department. Must have high po- 
tential. 1-3 years experience desirable but 
not necessary. Must administer projects 
from new products development to mar- 
keting and advertising. Submit complete 
resume of education, experience and 


salary. 
H. Funk 
Personnel Department 
Pillsbury Mills, Inc. 
Minneapolis 2, Minnesota 


COPY - CONTACT - 


VANTED 


RVICE POSITION 
& adv. Coll. grad., 
effective speaker, 
lirect mail, dealer 
nee field. 


POSITIONS 


5 yrs. exp. sales pro 
poe 30's, exc. writ 
wide exp. in pub. - 
bulletins. 3 it app 


Box 5801, ADV’ i‘TISING AGE 
200 E. Illinois S$: Chicago 11, Ill. 
COPY IDEA. CONTACT 
Strong creative an copy person. Top 
national consume publication back- 


me furnishings, ap- 
g materials. Agen- 


RTISING AGE 
w York 17, N. Y¥. 


vORTUNITY 
magazine. 11 issues 
5,000 in 1952 and 
Volume reached with- 
-ntial possible with 
jion or more. Con- 
ximates $35,000. Fall 
increase this figure. 


ground. Heavy on ! 


Box 5794, AL \ 
801 Second Ave. 


BUSINESS 


will exceed in 1953 
out sales force. F 
salesman quarter » 
tracts on hand apy: 
renewals will grea‘\) 
Present owner desi to retire from field. 
Business free from °'| encumbrances. Ex- 
cellent opportunity for publisher desiring 
added income, or |: °-wire advertising or 
editorial men who want to settle down 
in the pricking field. All replies con- 
fidential. 

Box 5800, ADVERTISING AGE 

200 E. Illinois ‘ Chicago 11, Il. 


MISCEL! ANEOUS 
CANADA’S BES! MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


ADVERTISING SALESMAN 


To represent small midwestern 
trade magazines in Chicago and 
area. Give experience, age and 
full information in letter to Karl 
Kennedy, 111 West 6th Street, 
Topeka, Kansas. 


Principal in successful small 10-man 
agency disposing of interests for oppor- 
peane J at blue-chip level. He’s top flight 
creative copywriter who writes words that 
work, clever marketing innovator who has 
taken products from scratch to solid nat’l 
distribution in a hurry, sales mer. who 
knows the life he preaches, acct. exec. 
who likes clients and vice versa, adminis- 
trator who knows adv. from all angles. 
Will move anywhere. 


Box 544 ADVERTISING AGE 
200 E. Tilinois St. Chicago 11, Til. 


POSITIONS WANTED 


Production Manager, Printing Buyer. Past 
3% years vice-president producing trans- 
portation advertising, point-of-sale, vari- 
ous publications, and direct mail pieces. 
Four years similar agency experience, 
plus layout and some copy. 
Box 5793, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
RESEARCH - MERCHANDISING 
Graduate of Lawrenceville & Wharton 
worked all phases of big-agency research 
wants merchandising or research with an 
agency or manufacturer. Prefers food, 
drug, package goods. 
Box 5797, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ASSISTANT TO BUSY AD MANAGER or 
ACCOUNT EXEC. 2 yrs. NY agency as 
Asst. to AE. Copy, production, publicity. 
Relocate for right spot and responsibility. 
Box 5799, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


FREE LANCE COPY HELP 
Experienced writer and craftsman with 19 
successful years in durable goods, appli- 
ances, foods, complicated industrials, pub- 
lic relations, institutional - to ease your 
load right now. Can include copy re- 
search, case history field contacts, produc- 
tion and art supervision, too. All con- 
sumer and trade media, catalogs, litera- 
ture, written plans, presentations, experi- 
enced counsel. Located Chicago. Will 
gladly submit samples and work any- 
where within 250 miles. 

Box 5803, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


RARE OPPORTUNITY 
for two adv. executives to join 
30-yr.-old Los Angeles Agency 


Must have all ‘round experience 
and financially able to start or 
now operate own but prefer ad- 
vantages of joining and within 5 
yrs. acquiring this agency when 
founder-pres. plans retirement. 
Write fully in strict confidence to: 
“PRESIDENT” Res: 1400 Holmby 
Ave., Los Angeles 24, Calif. 


VERTICAL MONTHLY 


FOR SALE... 


Disposal of a developed property 
in a recent, fast-growing and 
enormously potential market 
would be advantageous to pres- 
ent owners. Control can be 
transferred only to interests of 
high character and integrity. To 
such a prospect we will offer a 
fine proposition. Box 542, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


Advertising Age, June 15, 1953 


EXPOSURE METERS 


YOUR ASSURANCE oF SETTER PETURES 


THE Cronce 
Of txmters 


The masonite and plywood display 


2 - ~ 
* teweesi eo” qseiaas 
, an, 


ITINERANT DISPLAY—W. L. Stensgaard & Associates, Chicago, got up this itinerant 
displey fer General Electric Co.’s photographic exposure meters. A colored disc 
with a closeup shot of the baby moves back and forth across the mock camera lens. 


sual 


measures 36” high and 42” across. 


Connecticut Bill Forbids 


Dental Labs Advertising 
The Connecticut house of repre- 
sentatives has passed a measure, 


84 to 81, prohibiting dental labora- | 


tories from dealing with the public 
directly and from advertising. The 
bill requires the repairing and fix- 


ing of dentures to be done under a! 


dentist’s orders only. 

Proponents of the bill say it is a 
health measure and protects the 
public. Opponents insist it is meant 
“to put more money in the den- 
tist’s pocket” since a_ dentist 
charges as high as $300 for a set of 
false teeth and the laboratories 
charge only $25 for the same set. 


Lynch to Mutual Benefit Life 

Donald E. Lynch, assistant to the 
managing director and also public 
relations director, Life Insurance 
Agency Management Assn., Hart- 
ford, will join Mutual Benefit Life 
Insurance Co., Newark, as p.r. di- 
rector, effective Aug. 1. 


West Joins Green-Brodie 

James J. West, formerly pro- 
duction manager at St. Georges 
& Keyes, has joined Green-Brodie, 
New York, as director of produc- 
tion. 


INDUSTRIAL-TECHNICAL COPYWRITER 
Seventeen years’ experience technical, 
industrial-engineering copywriting. Exten- 
sive electronics background plus know-how 
in manufacturing, sales distribution 
enables writing based on actual experi- 
ences. Know production, layout and typog- 
raphy. Agency experience. Seek good fu- 
ture with agency or manufacturer. Box 
543, Advertising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


SERVICE 


a fart of your 
SALES DEPARTMENT 


i 


HOT COPY 
OR COLD 
SELLING ? 


* 


SPECTACULAR 
ELECTRICS 


You can take your choice, says an agency 
that recently ran a “help wanted" 

ad in Advertising Age: Replies 

came from the hot bayous of 
Louisiana and the frozen tundras of 
Alaska—several hundred replies, 

all told—and all from qualified people. 
Which proves there is still a fine 
reservoir of talent you can tap 

in a hurry with a job offering in our 
‘Advertising Market Place." 


Our ART DIRECTOR... 


is going to leave town. Been with us 
7 years. Our clients love his layouts. 
He knows how to “hide” the com- 
= of industrial products, and 
reathe life into quiet subjects. Con- 
sumer layouts he does with gusto. 
Hand lettering or simple spot illus- 
trations never stop him. e wish 
him well in Missouri—and lucky the 
ad managers who snare his free- 
lance services. But meanwhile .. . 

If you can fill his shoes, you have 
an opportunity here. We're a long 
established, medium sized Chicago 
agency, and want a man to grow 
with us. Write tonite, giving your 
story in brief. Your letter will be 
held in confidence. Box 541, Adver- 
tising Age, 200 E. Illinois St., Chi- 


cago 11, Ill. 


OUTDOOR 


—--——— 


Y The R.C. 


ADVEEFTISING 
Since 1894 


POSTERS and 
PAINTED DISPLAYS 


Maxwelf Co. Trenton NI 


Pal 


iy 


af 


Wabash Drops Speed, 
Tries Relaxation, 
in ‘53 Campaign 


St. Louis, June 9—After a sur- 
vey of what makes passengers ride 
its trains, the Wabash Railroad has 
subordinated talk about dependa- 
bility and convenient schedules to 
a “relax and let yourself go” ad- 
vertising theme. 

With the help of its agency, 
Gardner Advertising Co., Wabash 
interviewed riders on the special 
virtues of Wabash travel and came 
up with these benefits: relief from 
nervous tension, elimination of 
worries, and a needed but inex- 
pensive vacation from high-pres- 
sure living. 


® So Wabash has put together 
a new newspaper schedule based 
on the statements it collected. Once 
a month, 600-line ads in key on- 
line newspapers will carry testi- 
monials from tense business men, 
harried mothers, etc., under such 
heads as “Save nervous energy,” 
“Get away from bother,” “Take 
time out from tension.” These will 
be in addition to its more fre- 
quently run series of smail ads 
selling just destination and sched- 
ules and Domeliner equipment. 

Wabash’s “The Men Who Move 
the Goods” freight advertising se- 
ries, featuring statements and pho- 
tographs of traffic managers, has 
been carried over from last year 
but will be augmented by two- 
thirds-page ads describing new 
Wabash freight facilities. The 
schedule will include Newsweek, 
Time, Traffic World, U. S. News & 
World Report and Wall Street 
Journal. 

Another tool in Wabash’s 1953 
campaign is a 25-minute color 
movie, “Once Upon the Wabash,” 
designed to tell the whole Wabash 
story to businesses and organiza- 
tions. 


Coast Junior Admen Elect 


Edwin F. Wirsing, in the adver- 
tising and publicity department of 
Union Bank & Trust Co., Los An- 
geles, has been elected president 
of the Junior Advertising Club of 
Los Angeles. Other officers elected 
are Ray A. Sinnott, Better Business 
Bureau, lst v.p.; Pat Daniels, El- 
gin Davis Art Studio, 2nd v.p.; 
Jack Abrams, Birds Eye division, 
General Foods Corp., treasurer; 
Jane Catlin, William W. Harvey 
Inc., recording secretary, and Cyn- 
| thia Lawrence, W. H. Hunt & Asso- 
ciates, corresponding secretary. 


TelAutograph Boosts Sloane 


Joseph T. Sloan has been pro- 
moted to director of public rela- 
tions for TelAutograph Corp., New 
York. He joined the company in 
1948 as advertising and sales pro- 
/motion manager, a position he still 
| retains. 
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to a perfect picnic 
— indoors or out! 


THREE-WAY PROMOTION—Armour & Co.'s Treet, General Mills’ 


71 


Bisquick and 
Realemon share this spread scheduled for the June 29 issue of Life and July issues 
of Better Living, Everywoman’s Magazine, Family Circle and Woman's Day. Part of 
a triple-threat sales drive on the picnic season, the ads will cost about $150,000. 


| General Mills, Armour, ReaLemon 
Plan Joint Drive on ‘Picnic Short Cuts’ 


sonalized letters from the respec-, WFIL Promotes McMullen 

tive home service staffs. | Claire D. McMullen, chief copy- 
The three firms also agreed to writer for WFIL and WFIL-TV, 

exchange complete lists of their Philadelphia, has been promoted 

sales force (including brokers, in to assistant director of advertising 


Ad Cost Breakdown 


The following figures give 


a cost breakdow” {he | ReaLemon's case) so they could #4 Promotion 
. ig tte carry out the aforementioned gift 
the General eeacr “= aanen and also to allow Poe CBS Spot Sales Moves 
Realemon — firm to hit its confrere’s salesmen| The southern and oenes 
paign. with other promotional material.| office of CBS Radio 1 og! oo 
Space Cost, 4-Color Spread | ont aw 9g Regge in 
i oe, $ 50,459 | Seattle Adclub Honors Bardahl | .),,rc¢ of the office. 
Better Living | Bardahl Mfg. Corp., Seattle 
ith bleed) 17,028* manufacturer of Bardahl oil, has 

(w —**" ; been awarded top national and 
Everywoman's sweepstakes honors for the best 

(with bleed) ..... 12,848* /campaign over $100,000 in the 
Family Circle 'sixth annual advertising awards 

(with bleed) ..... 28,800 | competition sponsored by the Ad- 


Woman’s Day vertising and Sales Club of Seattle. 


(with bleed) ..... 27,500* Wallace MacKay Co., Seattle, is the 
3136635 «|| 88ency for Bardahl. 


Importer Names Morey, Humm 


Eleanora Garnett, New York and 
Rome, importer of ready-to-wear 
dresses and suits, has named Mo- 
rey, Humm & Johnstone, New 
York, as its first agency. Plans call 


Art and Mechanical Cost 
(Life) 

Art cost (includes 

carbro, color spot, 

pkgs. lettering and 


by Stotionery, Artist Supply end 
Photogrophic Deolers every- 
where. 


ausete & ASBESTOS CO. 
TRENTON, MA 


assembly ........ 2,100 for fashion publications and news- SI GIPATM MAKES PASTING A PLEASURE 
Engravings and com- papers. 
POSIOM séccss--. 3,960 


Cuicaco, June 9—An interesting 
insight into the costs and proce- 
dures of multi-company promo- 
tions is seen in the three-way sum- 
mer sales drive being launched by 
Armour & Co., General Mills and 
Puritan Co. of America (Rea- 
Lemon). 

Under the theme, “3 short cuts 
to a perfect picnic,’ Armour’s 
Treet, Puritan’s ReaLemon and 
GM’s Bisquick (featuring a “vel- 
vet crumb cake” recipe) are being 


dio-TV end. Its “Time for Betty 


Crocker” (ABC), “Whispering 
Streets’ (ABC), “Bride and 
Groom” (CBS-TV) and “Lone 


Ranger” (ABC-TV) are plugging 
the promotion during June. 

| Knox Reeves Advertising, Min- 
/neapolis, is credited with having 
come up with the original idea for 
its client, General Mills. Then GM, 
an old hand at triple promotions, 
sparked the deal. When the time 
came to work out the details, GM 


pushed jointly in a six-week ad- invited principals of the other com- 
vertising and merchandising cam- panies and their agencies (Foote, 
paign scheduled to reach its peak Cone & Belding, Chicago, for Ar- 


about July 1. 


s Magazine advertising will break 
with a full-color spread in the 
June 29 issue of Life. Similar 
spreads will appear in July issues 
of Better Living, Everywoman’s 
Magazine, Family Circle and Wom- 
an’s Day. In addition, ReaLemon 
will use one-third page comic 
strips in Metro and independent 
comics for June 14 and July 19. 
General Mills is handling the ra- 


/mour, and Schwimmer & Scott, 
Chicago, for ReaLemon) to a meet- 
_ing in Minneapolis, March 27, 
| where the final program was set 
up. 
| s First thing decided on was joint 
_advertising space and costs, which 
‘came to about $150,000 for the five 
national magazines (see table). 
The cost was shared equally by 
the three companies. 

Nine-tenths of it was for space, 


WANTED 


an engineer 


who can 


write 


If you are a graduate engineer with a bent for creative 
writing and an un-tethered imagination, Chrysler Cor- 


poration has a fine job for you. 


You'll compile and write illustrated articles and special 


reports on technical and 


semi-technical automotive 


subjects. You'll direct photographers, work with print- 


ers, and meet advertising and editorial people. 


If a job like this is down your alley, and if you like the 


idea of a permanent, well-paid position, won't you 
write at once? We'd particularly like to know how old 


you are, where you were educated and how much 


experience you've had. 


CHRYSLER CORPORATION Engincering Division 


Attn. Mr. W. C. Porter 


P. O. Box 1118, Detroit 31, Michigan 


Art and Mechanical Cost 
(Four store magazines) 


Duplicate art for 


a re 1,040 
One set engravings 

(Better Living, in- 

cludes composi- 

tion, proofs) ..... 3,725 
Roto positives ..... 3,000* 

$ 13,825 

TOTAL COST $150,460 


*Includes 10% bleed premium. 
*Less $700-1,000 allowance for fur- 
nishing positives. 


the remaining 10% being for art 
and mechanical costs. it was de- 
cided too, that Knox Reeves would 
place the space order with Life, 
while Foote, Cone—which was 
charged with actual preparation of 
the ad—would handle the arrange- 
ments with the store magazines. 

Also arranged in the advertising 
line were reprint specifications— 
that the reprint poster should have 
a 2” lip at the top and a 5” shirt- 
tail at the bottom, that the se- 
quence of brand names should be 
alphabetical, etc. As to procedure, 
the conference decided that Gen- 
eral Mills would make up the re- 
prints and then make them avail- 
able to Armour and ReaLemon at 
cost. 

GM was also to prepare mats for 
the accompanying newspaper pro- 
motion, and agreed it would also 
make up a brochure for use by 
each company’s sales force in 
hitting the grocery trade. 


# Another order of business was 
revising the merchandising time 
table that had been tentatively set 
in earlier discussions, and agreeing 
on special price allowances to be 
made during the drive. 

Under the new schedule, the big 
chains were to be contacted first— 
by April 13. Company sales divi- 
sion managers were to get the de- 
tails by May 11, and sales dis- 
tricts by May 18. All this was 
with an eye to a retail campaign 
beginning June 1, reaching a peak 
‘in the June 25-26 and July 2-3) 
|periods, then tapering off to the 
middle of July. 

One of the most interesting (and | 
intricate) parts of the sales dis- 
|cussion was the arrangement for) 
“intra-company” merchandising. 


| 


® A program was set up under | 
which General Mills would send | 
/300 Betty Crocker cook books to 
| the wives of selected Armour sales 
personnel and 85 to wives of Rea-| 
|Lemon’s brokers and sales force. 
Armour was to return the compli-| 
‘ment by mailing cook books by, 
Marie Gifford to the wives of se- 
lected personnel of General Mills, 
,and finally, ReaLemon agreed to 
ship samples of its lemon juice to 
_ both Armour and GM wives. All 
'gifts were accompanie: by per- 


A Sales Tip tor You... 


Make Customers 
USE Your 
Catalogs 


Show your trademark 
or slogan in three- 
dimensional Heinn 
cover effects that 
invite reading of the 
effectively arranged 
loose-leaf material in- 
side. Your cover copy 
becomes the strongest 
ad you’ve ever had—a 
permanent selling 
aide right in the 

uyer’s office. This is 
one important Heinn 
advantage America’s 
industrial leaders 
enjoy ...at the lowest 
operational cost per 
unit per year! 


owe wrwr5nr5n7r 7 @2ny wr ew we ww eww werwrer2rerer= Se ee eee eee eonoeaaneaenq 


‘ 
MAIL THIS COUPON TODAY ' 
THE HEINN COMPANY O or mo tama 
320 W. Florida St., Milwaukee 4, Wis. C) Catalog Covers 
(] Proposal Covers 
information, please. (1) Easel Presentations 
() Price and Parts (0 Salesmen’s Binders {) Plastic Tab 
Books [) Sales and Instruction Indexes 
[] Acetate Envelopes Manuals (1) Sales-Pacs 
NAME TITLE 
COMPANY 
ADDRESS 
CITY STATE 
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__..fe Stall way to keep cool 


=) Air Conditioners 


ee 


GENUINE 
GLOSS 
PHOTOS 


Ca Quautities 
SELL BETTER! 


Sharp, clear, — 

crisp! Prompt — 1 

Delivery! ! 
Si 


additional yee subject) 


PHOTOMATIC co. 


53-59 E. Illinois $t., Chicago 11, Illinois 
Phone: WHitehall 4-2930 


thererer ie wager oF « ~ On “tor! we 
outers ooo Vrigitaare CREAT CHROLE (0089N6,7 


PRIGIDAIRE ee 
Kerry papayas 
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CLAIMS AND PITCHES—AIl room air conditioners may operate on \ie same principle, 
but variety shows up in consumer ads. In addition to expound»; on how well a 
room cooler works, copywriters and artists play up benefits of filtering out dust, 


Air Conditioner Sales 
Will Hit Record Soon 


(Continued from Page 2) 
sales will hit 590,000, and esti- 
mates of other executives range 
as low as 500,000. 

Whichever figure you prefer, 
this still is a healthy increase over 


last year’s record sales. Here again | 


a variety of figures are available: 
A tabulation by ACRMA lists fac- 
tory shipments of room coolers 


last year at 400,000. Electrical). 


Merchandising sets the figure at 
341,000. House & Home says sales 
were 410,000 units. 


Further complicating any sta- 
tistical analysis of 1952 sales is 
the holdover factor. At the start 
of ’52 there were from 50,000 to 
75,000 room coolers left over from 
1951, when cool weather did not 
encourage sales; inventories at 


METROPOLITAN OAKLAND’‘S 
GREAT NEWSPAPER 


Only The Tribune, with the Greatest Home 
Delivered Circulation in Northern California, 
gives complete coverage of the Metropolitan 


Oakland Area 


Se | 


Dak 
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Cangsnabe tribune | 7 


CRESMER & WOODWARD, INC. 


the end of 1952 totaled about 20,- 
000 of the units. 

So far this year there has been 
little price-cutting on room cool- 
ers—they retail at from $200 for a 
%-hp. unit to $500 for a 1-hp. air 
conditioners—but production 
schedules indicate this may not 
continue. 


s There are at least 70 companies 
in the business this year, compared 
with about 15 in 1952, and their 
planned output totals more than 
1,200,000 units. Fedders-Quigan 
and Mitchell each aim at 200,000 
units, York’s target is 150,000. Sut- 
ton has set 120,000 as its goal, and 
Carrier’s goal is 115,000. 

Many of the larger companies 
manufacture units for others: 
Fedders-Quigan sells to RCA Vic- 
tor, Crosley and Remington; Sears, 
Roebuck & Co. buys its units from 
Mitchell; Philco’s units are made 
by York, and Sutton units are 
sold by Hotpoint and Kelvinator. 
Other producers for resale include 
Remington, Quiet-Heet, Lonergan 
and Bryant. 


® In addition to booming sales, 
another characteristic of the in- 
dustry which to oldtimers recalls 
the early days of the automobile 
field, is the number of newcomers. 
They range from electronic manu- 
facturers like RCA Victor and 
Admiral Corp. to appliance com- 
panies such as Cory Corp.’s Fresh’- 
nd-Aire Co. 

Television set manufacturers 
look upon the air conditioning 
field as a partial solution to one. 
of their sales problems. The great 
bulk of air conditioners is sold 
during the hot months, just at the 
time TV sets are moving the slow- 
est. This has led Muntz TV, for 
one, to make a careful study of 
the field, although it appears too 
late for Muntz to move in this year 
with the same type of price-cut- 
ting operation which proved suc- 
cessful with video sets. 


# Also watching the scene care- 
fully are refrigerator manufactur- 
ers. The makers of household re- 
frigerators see 4 useful extension 
of their market on the theory that 
a refrigerating unit fundamentally 
is the same, whcther it is to cool 
food or a home. 

Giants of the refrigeration in- 


dustry, like Carr «r, Trane, Worth- | 
ington and York. have two views | 


of the home co: ‘ing field. While | 
most of them re ird room coolers | 


as a compromis: approach to the! 
|ultimate comple! air conditioning | 
‘of a home wit! a central unit,) 
| some are comp ing heavily for 


_Toom cooler cust mers. 


'# Central air cor itioning also has | 


la strong appealt another kingpin 


of the Americar production ma-| 
| chine—the reside tial builder. For | 
years before W:rld War II the 


W hat 
thas 


a 
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every hume-bnyer shoud know 


{RUN cootemcnnniamsainiet 
: 


auxiliary heating and styling. Makers of central units emphasize that cooling shouid 
be considered nearly os important as heating when construction of a home is in the 
planning stage. 


builder watched as consumers! Airtemp, for example, has dealers 
bought new automobiles instead of | who also are factory distributors 


new houses. He also watched | and has trained thern in merchan- 
| growing approval of air condition- | | dising, installing and_ servicing 
|ing in theaters, stores and offices. 


‘central air conditioning units. 


Business papers have declared) 
that air conditioning is one the » Operating costs vary with cli- 
best ways to spark the demand mate, construction and orientation 
for new housing now that the! of the house and the presence of 
postwar building boom is fading) shade trees. However, a House 
® And builders are all for the Beautiful survey reports that total 
idea providing that someone solves | cooling costs, including interest 
the big problem of money. Despite | ‘and amortization, vary from 10¢ 
all the enthusiasm of account ex- ' 19.3¢ per square foot of floor 
ecutives and the appeal of agency 2a 4 year, or at least $100 a year 
art, it still costs plenty to own and| fF a 1,000-sq. ft. home. — 
operate an air conditioning unit! The Correlator, magazine of the 
parked next to the furnace. National Assn. of Home Builders, 

Two and three-ton air condi-| reports that tests run last summer 
tioning units, most popular sizes PY the National Warm Air Heating 


for two and three-bedroom homes,|* Air Conditioning Assn. in a 
add from about $700 to $2,000 to/},000-sq. ft. home in Champaign, 
the cost of the house. However, (Til. showed the operating cost dur- 
some of this cost can be recovered iM& a 30-day period, with many 
through economies in construction V°TY warm days, to be $32.38. 


a emia: te ms dit Of this, $15.86 was for electri- 
made possible by air con itioning. | city at a rate of 2.3¢ per kwh. 


® Because of uncertain installa-| ‘Water to cool the refrigerant cost 
tion costs, most manufacturers do| $16.52, at a rate of 37.1¢ per 100 
not advertise prices, but Serve] | cubic feet. 
Inc., which has done a workman-| Use of a cooling tower (to per- 
like sales job in Texas, with an mit recirculating the water) would 
assist from the Lone Star Gas Co., have cut the cost to about $20, ac- 
in pushing its gas-operated heating 
and cooling units, is advertising 
a $1,395 delivered price for a 
three-ton unit, and reportedly has 
induced contractors to stick to a 
$600 price for installation and 
ductwork. 
Other manufacturers are tack- 
ling the _ installation problem od onl a ie 
through distribution of engineer- $¥-7-0595 + 325 W. HURON + CHIGAGO 10 
ing data to contractors. Chrysler | 
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chooses her favorite Toilet Soaps 


AND BUYS BY BRANDS! 


Nearly two-thirds of the gro- 
cery store purchases made by 
WORKBASKET subscribers are 
selected by brands. Ivory Soap 
is Mrs. W. B.’s* first choice for 
face, hand and bath use with 
many other brands close be- 
hind. Miscellaneous brands ac- 
counted for less than 8% of all 
choices given. 


1,500,000 HOMEMAKERS 


The WORKBASKET goes into 
more than a million and a half 
homes and is read by the home- 
maker. 


“) Us W 13 ce chooses her favorite 


nd Toilet Soaps 
Fon fo 


CALL OR WRITE 


Get your FREE copy of the 
NEW WORKBASKET SURVEY. 
Here’s a terrific market! Call 
or write the advertising office 
nearest you. 


*WORKBASKET SUBSCRIBER 


” (The WORKBASKET 


Published by Modern Honder - Inc 


: / 
2401 Burlington, Kansas City. 16, Misseori 


odvertising offices: 


NEW YORK — 489 Filth Avenue Phone Murvayhill 2492 
CHICAGO — 760 N. pla age a aR 


DETROIT 1005 Park Avenue Bldg 
PASADENA 234 F Colerade Sireet — wyon ee oe 
FLORIDA 202 Conrad Burling DE, LAND. flonds 
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MABRY IC” maging ae 


Advertising Age, June 15, 1953 


cording to the Correlator. 'and House Beautiful for the Car- 
Water consumption has proved rier Weathermaker home. 

to be a problem in many areas’ Carrier is using newspaper ad- 

of the country, but many manufac- vertising, as distinct from co-op 

turers offer air-cooled units as an ads, for the first time, with six to 

alternative. |15 insertions of 1,000 lines each 
‘scheduled for a number of major 

® In spite of cost problems, manu- markets. 

facturers are optimistic about the N. W. Ayer & Son, Philadelphia, 

future of home air conditioning. D. is the agency. 

C. Minard, president of The Trane 


Co., La Crosse, Wis., manufacturer g RCA Victor—RCA’s newspaper 


turing a “You'll fee! cctter with 
an RCA room air nditioner” 
theme. Night worke: e an es- 
pecial target. 

Consumer adve: ng was 
kicked off in the A>vil Better 
Homes & Gardens a full- 
color page. A b&w series plus some 


color ads were launched in Life 
April 13, and will run bi-weekly. 
Radio and TV programs sponsored 
by RCA also are used. 


pear in each community when the 
local temperature hits a given lev-| 
el and stays there for two days. 

RCA’s agency is Al Paul Lefton | 
Co., Philadelphia. 


New Sales Opportunities 
} for Fishing Tackle and 


® Philco—Philco is pushing 17) : 
models, including two new ones) Equipment Manufacturers 
with reverse cooling and heating | It will pay to investigate this mew tackle and 


: | equip merch g medi Write or 
ss ha ad theme emphasizes | phone Fred E. Owens, Publisher. 


The campaign got off to an early 


Fishing “Jackle 


of air conditioning, heating and campaign is five times larger than) The newspaper end of the RCA gtart in the first quarter of the 


‘TRADE NEWS 


FE, ANE SS TT 


ventilating equipment, last month jast year’s, with a four-month campaign is geared to weather con- year, well ahead of last year, and a 
predicted that the average worker campaign in leading dailies fea- ditions, and is scheduled to ap- includes more intensive use of cere. Snes 5. Seve: Soars £3 
h in the next decade “will sleep, 


eat, work, commute and play in an) 
air conditioned atmosphere.” 
. New product developments, pro- 
duction economies, rising demand 
d and increasing competition are im- 
e portant factors working to broaden 
the market for air conditioning, he 
said. Trane orders are up 33% 
over last year, he added. 
Carrier this year has doubled its 
i production over last year and 
Worthington Corp. is building a 
' new $3,500,000 plant at Decatur, 
Ala. Frigidaire this year will pro- 
- duce more than 100,000 room units 
n and expects to sell all of them. 


“Come on in... the 


| 


i 
~ 


milkshakes are ready. ii} 


e ® Heating equipment manufac- 
1 turers are also planning their 
t moves in the air conditioning field. 
¢ Warm air furnace makers view 
r the new development as an excel-| 
r lent reply to the sales appeal of- | 

fered by hot water and steam heat- 
e ing. The hot water heating people, 
3, in turn, have started to push units_ 
r which circulate cooled water in) 
B summer. ; : 
a Coleman Co., Wichita, is giving gs ees? tate 
L, heavy promotion to its Blend-Air | = : 
~ system, which overcomes the need 
y for larger ducts to distribute 

cooled air by using high velocity | 
- 314” conducts. 


anya seat 


ot ae ie 


= J. H. Reock, advertising and 

sales promotion manager of the L. | 

J. Mueller Furnace Co., which is 

mapping a heavy ad promotion for 

all-year air conditioning next year, 

sums up the opinion of many fur-| 

* nace builders: | 

“Home air conditioning for all} 

practical purposes is still in the 

‘. ‘pioneering’ stage of advertising,” | 

he told AA. “We feel that the best) 

advertising pitch is that of selling 

comfort and the advantages of air 

conditioning. 

“Our company has a bright fu-| 

ture in air conditioning,” he said. | 

“We are one of the major (in the, 

_ top 10) manufacturers of heating 

equipment and we have a very 

strong dealer organization.) 

) throughout the country. While) 

there is a great deal of educational | 

and promotional work that must 

be done—both at the dealer and 

consumer levels—we do feel that, 

barring a major depression, this_ 

industry wili continue to grow 

i rapidly. | 

| “We are working now on plans 

for increasing the tempo of our| 

advertising and promotion, which | 

we know will be necessary if we. 

want to be sure of growing in this 
industry,” Mr. Reock said. 


a le ns, a 


The American Milk Industry has led the world with new 
standards and methods for improving the purity and nu- 
tritional value of its products. It has been a leader, too, in 
producing attractive promotional material which, through 
inviting recipes and general health information, has brought 
the per capita consumption of milk and milk products to an 
all-time high. 

In many other industries as well, Oxford Papers have 
brought countless informative messages to the consuming 
public. For true reproduction, for extra realism and colorful 

appeal, Oxford grades are fit foundation for pages that sell. 
| year with greatly increased ad- 


vertising campaigns, which were 
launched an average of six to eight | : 
weeks earlier this time. 

Health, comfort and cleanliness | 


s But the advance guard probing. 
| the air conditioning market—the | 
manufacturers and distributors of | 
room coolers—are not waiting. All | 
major companies that were in the 


) field last year have come out this 


are important themes, along with. 
relief from summer heat. Exam-_ 


ples are: OXFORD PAPER COMPANY, 230 Park Ave., New York 17. VY. - OXFORD MIAMI PAPER COMPANY, 35 East Wacker Dr., Chicago 1, Il. 


Carrier—Its emphasis on con-| Mills at Rumford, Maine, and West Carrollton, Oho 


sumer publications includes seven . 
four-color pages in The Saturday ss 
Evening Post, continuing a theme. - 
to establish Carrier prestige and 
leadership. Eight b&w ads also are | 
carried in the Post and five in| 
Time. Four pages each are being) 
run in Better Homes & Gardens) 


Sire eee >. eee th FL eee tree Dive. a iat Go ae ae RED 
«ee ce ee Pea soe a aaa Raat Se a ee? . od ee ae ea ei ee) Seay Sr Ade Gee |. on te wt, Sd be ae 3 
Pa ae ‘ante al p ee ie, Mass, bP Be Wir ea iy Baa ag oe Bs Sah ara sleek aa ag alte Re SF st ae ee 5 ig & See Sera Ena Se ngs : = Cs =. # 
aoe eh Teele ey eee ea i Ne, Sane oh, (sees ae epee 1p yes See Se oS acepem err eee agers eS tee Sie i ie De Ee Ps +See aye” Pmt Wag pte Maca ty eo cigt! fre oy ae a Be eA oe A oo al 
reat es ane We Rega ein eee, «TG SSE SCE RN ae cng eae” (Se aaa a a Pay a ak oe alle hash saree ry SNE SC rons am a ie eh ey eet ae . ee bee ete i) ghee a GENTE SOT ah see tine Wee etic aeatagle Sn mir open mar ae ee te pe lets ae S oJ 
ear ae eee one ee ee pik SOG geereertae pas os" Pei neh plcoae tea fc") Fe hg Ae ae PES Rae Soy eae: 2 id Mice: SAS ae ae ee oye emery ter fo Aa eyeing aT Sins ly TE Op ame eS" A te eS RR Be a ae 
ly ee Behr Spears » : $ > es ; es ee aa ee aes a ra Po Cea et ipane tyr ae re Pah ok 4S eo a wer) aa cet aris ee ‘ Vi Ig nae aiden ER Reece scoala ON gs , beac eg aia a etiae 4 eT Fae antag Sy RS Mb Ste Si Me as Dectarabe 
; ae Blogs pone deo kai Bae ; nae rs Pe ees erat 6 Ce ere OR Na ie x rey Tenement eae SN Bi a, ae noe eS ce See ey I ae Shee aes eee | SiR TRAE ON C8 eee. Ae je aaa taro fess % a ee 
Say, Go nie fa - z ee i pears =r a hes = Pa Paks ea vi Bi ayeu ~ S.C ctaied Re ies has ea a RE oi eee esa - * ae kg a ee at. op Sok ey indica Utes geee see! ees 59 ap oie caps 
Mea agai Meals, 2 et las MR art En A ee «og Et ipl ear & a ea pol Eee ee See : ‘i 3 ge stat E a ee peers ct he aes eh fot Come alg ey ees setae ges; erm ae pha aceae 
ge a, eae a” Ne emebarrpememaese arn «  ae GT Hoty gees) BET <2 5 eve on ee aes ee tea et ee Bee gate = | 7 ne ame PEEK, Pgh er a la che Sanh pi eras x Paz tye ¥ ke Cae A ieee 1 he ca 5 
role ees eget eee 7 eee one us Aaa na Shine. a aa ee Mite ng ice care are is. bees ae RAS NEA ee Se rags Cees ge a 
0 a ge Nes) 2 Gripen iat tsa Perec Bae 3 ae ee ee on 3 greg es et Ro ate i. oh ee eee a ame : > Weg SP een he syd wees £3 Pages 2 Ta Unless Seles sarap She onze es 
i. 3 " Cty ame etal ‘ te a ia ee A cater cohen eed | ae ee aeaiee tae é Se ee ery eee a Comer pk Reker ae Caran Bag igs ME ea sce ee 
ey _— si ae sa ms Pe * : + + -* i c a cake eee Poo, Pole pakncue eae, Bi bE RES Re nee en Seen ee ies 
on 7 ¥ : ‘ . ¥ 2 ee 
” . u | betes at ® . é \ res an 
3 ee 
‘ 
73 
sa 
v ~ > 
{ i > J a. 
. _- a f° a 
~ _ . “A? 
sv [e.f “Ye 
vo 
» 
: 
i | 
¢ N : 
ft 
t ; 
4 
ft, 
} : : 
Ee Se ee 
| ieee bas ; 
he 3 ie 
nal ; 
\ 
i 
is, ee 
Bid oo anid eck 
ie eon 
- ™ leas 
" — cone RRR eR = —— Sere eae 
rr rn ae : ; 
Ps eT ad . ee Oa 
yy i : . nas op aes 
oe yeaa iy hae 
e: : : ees : 
a ie ha ei om 
= = Pe Me | 
, me j Rey eee 
te Sanne Ped 
1 AT on RAIS ” 9 eye he a j Si ake ihe 
OP eae ns Ae ere Botnet 
wk te otk aut cil rene oan 
Pee es Mame ores ho Pea ca i 
Se re er eT es Me SOE gat 
re Ir a Me ots hy ED le ee p= 5 
f | 9S ee ae s 
: - ay. s +40. “is SER GS F 
ke PI te. ad : 
ea pogiagy ‘ 
fe ne ee avo attire : 
a on, De os ie a Ra i oe Yen sar 
- na EEN: MOOT won eet re ener 
<2 * Cae RSE ee Bi hte 
my ar ‘ ~ 9 aan ii tn ae shoe os crc a bo geht: Penne 
ts raat > v2 ; ie “i ~e A , ae : eerie 
- 4 wh ol il oh . 
‘ ; : . 
ng ‘ ? a ‘ ” ; 
" a oe —— ~/ fam. tad SEL Ae et cae, ; 
, me _— ee ye a See OMe 
wo —_ ee er, gina ee aah geo ee 
7 ——— SS SS SSS ee By SS Bee sata 
a = Ss RR IRE a ns - bar loa hee ie 
yg’ <i f — Ea enn i ee et age cerry a BR ST ee e 
ane « 5 ~ et ee oan ae ee er eee Pa el pg Bae OR ah 
APY pe 7 SS SE" SS — ries ite: 
iis Oe ee I Se = at. PRB 5 
oat es <-—-; nae peau tne epee st ~ Sa sigs on - ae. si ap ae 
ar . s SS ee : . 
1 Bag * 2] - eee | areas ip nw ee ete ~~ oe oneness Ag > <a 4 ' 
3 u : so sapecternen = seneniguetrossegenesendgin tigen Apes aiiedas SR ry trent oe me bee idee 
sed a ¥ 4 i | cmap <aiecUinaant>--vapepanend-o-o ~----anplaceunathat—o mah iantneaatinecestinm anh. © elec — pet Bis .: a ‘cus 
— a rs ere Sa Sy gael ink Seta 
: io aE EE—EE ee eee ee wee eee TS 
a ‘a 3 a ee li So 0 = . oa me ag a ee eS ipren ee 
is ee a ee pes _——— eee aera % 
¥ oo 7 eS i ee pemeS a oe | eet aatene ee weet o ie pee ie 
ae wp Sees ae ce a, eae “aa ae ea : — a a re 5 aes 9 Pes eke 
he ag — : = Sen a — 3 ™ pale = eae Beso, ar “er yeaet 
ae a re A lee as  eleiel woR: : 
Sng J Sr lala — - 7 fae Pe se ae ; 
‘ ea - ; , eget nit: se eRe a Renae 
+ + git. ned Fs) peti eee ad Rey ork 
; & Se ie ol ae * 4 “ ' pS Pa Ne a ane Ga ete 
- ER Se RG Hee ; SGANUII erdeadirurtsvicinehastaanncean, SAInMAaA ~ titel ed oeiae ea ease SS weal ae a 
a = : Be wer ‘ . az — ; encanta met | pt r a ° tt al . is Besaah Sok Ne 
See oe ee 5 ; meen —— r a ig ak 
. Po ™% at ake Biles morn oe See ss —- ~— ie mm). 4 o Pid tia aie es Ce Sy a 
x a ! pee a : } 7 ee ot | a 
. er FO si m § A Sf S, ee 
| an ES ie Se op dace ¥. . ' ol A 27 bs pee ee ae as as 
_ c+ 66 tee SB ge ge tr t. ee es ES te | aa ' — = caer? Sf ee 
: _. " 3 oe) eos ESL herein Dee , ae “ by - onnh z ae “ : ee = 7 a Ppa 
‘ " Lhe = ee ee fee fa * ‘: —. i ee : 
“te ) . Sas eee oF 2 ee a . = <a ae Be a ki Bonet oy 
pee he 4 eee) : se ee des oer ee aie 7 ign . ae ; iso ere ; 
jue. i “7 ir ee ae ‘ ; a Se 3 a i x 7 4 
oe ap ae a 2 — iz- «| ‘ ~“ ee ae , ght res 
% ay 5 oi - Seal ier Se ay os ae . oa ta -_ ; © / a See bk Sie Soa Weiter a 
‘ i f- aie % ee. ca arene’ Ae " z 8 6 re. iy cg tie es ae es arama erage ee 
i] i ! sat a oS ec 3 : bond a | Te a a ee he eee” 
Mi hi Bs iS Ay i — | . ",-- a ee Se eat oe 
ee Po nn eee eh Ys Cal i ss me : | Pei ss See ane panes ee 
: be | * Mgiaees eh, a mee ae © 4 : «£54 ‘ 2 As ge ale ek pia is 
ee ij eee grease 2 . a 5 +s tt ~ Sie Ree - ioe gf” een 
/54 aan P ae, i . . teers he oes as ac ans ae 
ae eee , oes = a3 e ] ” ag <a ~ Roe i Soro cee ae eo. eee 
; ee ? F le ie an al AR BS I ¢ s * ‘ ee Be ee: ee: j ki eee 
" :: . Wa ‘ Shi nc Sect. . P Pe le Be ‘ 6 ae ee oot rae Pe 3 “oe emus 
ae a : ‘or’ “eo ~ ee i Seksart Pi 7 “ c 4s s ce) ee et ae A: | 
ses — bs a Te , f , bey): ee er 5 
wry : ad Pa f ome % i ae : ae 
J uns : . ee a , : Bit oe: —_ or BA he oS 
: ' — -; a weit 0% 8 , Ree ain ees oe 
9 i vv . ne orn i ges : jedi i ke 
56 eee a aie x aoe = es r _s Lie , ~ : be ais Rs y ; an ‘ a iS is a 
iF Rees ines * Bhs : Me " , eee hy tine - é i i grees > 
9 ie . ot rs ee. . “Soy “aa . x 4 a “3 , ae 
| ira 7 Be fc iP Ee ee, x ve 
# zk oS : : B * al Gases . Pe, § 
ee ee ‘Codbigg: . ‘ a i foe gm Fen ** “eaiee se: seeker oo ea FS otet By i, 
a ee ‘ é 3 ’ rs” Re oe pe + Me Sew ~ aca he eS . j Be ee 
Soe Me ts Se ? A oe cee feo gee Ae CeO Ee oth det Pt pie ; ee. 
i Sie a ae d the - é ~ : : fa if cy = eee + sre " ok ee 
= av a ae , th. ot > 4 ts he: Wom, 2 na ; a: i eis ees ul a ee 
ae. ee " 4 x yt fir t ¥ +, RR Sie “3 Eee ae. Pole ie: : ; eon A 
Ne PD = pees fie s , ai fy iy “ ~~ £ oie ” a ue Bi 7 ues od ‘4 <i gy. 
ee "ahs “Ca se ie * ! A ty | ne al ie ¢ Bite ti 
pa ee are A, sh a i - ¥ hn Lt ee i « “ fa ‘ rie a { Fe : a er 
apse: shape ee ; m am 7 ¢ ) ae yi) a et eS 
: ee te 2 i” es POE Ga ie etme ¢ he ees |e LO pak ae 
- ; , as tf = >, ; . re . at. “es Wie aaa 
i % - auld oe ered + t aie Baa eB ak oh ” a r oar * 
: ee fe y Ee : ee 
~ - eee Tu ie ae aa ioe ea 
_ enn: ae Se ee Tk, ee oe ae ce bg ’ ; pr: 
enn an ii , ) 23 ae j nents ene See es 
pene 4 ‘ ow ; 3 i a 
a * meme a uf SRS oo a gay? i et 
i Cu- — oe Mg ne oe ae 
ow ? Son pe Ie 1 iO Spe : . . ee oe nine ee eet; 
nm « a on ™ ie Pete, - gis lie ORAS ee ya pote: . . . 4 ee on a Bick Ts, ane, 
i a RA, ‘ * baie 5 yale 3 my ‘ " ee 3 vgs ce oe 
\ NS rte ‘ +e ES ies rt ae ‘ Se a pie sce pes 
CS etait anae — Bah — ae Sa aaa 
ing, 9) oe ne... |. ‘Gi > ve ee Ne 6 
I pai | soa —— eli en — 
} 5 wat 4 % : ce ig se oe, ‘ %. - 
\ +10 4 ie se J “ at P= Ta < 
} ” ; ; 
pace et a 
Ot pee 
2 a 
GSS 
Se 
‘eh ‘ 
pee 
7 eee 
tel 
fe Sete ks 
ee 
vo Laan 
ed ahs 
mae 
c ; si 
ee 
eG 
ere G 
re | 
’ i, 
& : ‘ 
waif vs a Wh a , “its ¥ = 23! a Ss 4 . P oy ‘ zt 
© see Pe a 4 a ee Shee > Rs, : ‘ Le Ae an “ Stn t pee 3 of Hie nea = 7 ‘= ‘ Z : ‘ 2 : : ‘ ag ’ arta as fae Sr, uh : * : 
Pn Ae Sh PY ae ; : $ hort B ae : OP, eR Sd : aE ; dh i is Bath ig ae tie Sed A ih tek SS SSN kas 3 Spanier ot © ae RoR ea ak Lg, Seah : cet oe ae oe RS anes a pits J 
4 ty a 5 \ tN ree ow ‘ : Sg [ees Pe es ee eel eng age, bee Ce Te Pa ee Re PPS CMS Airty! ai ONee be pa tt" ek na Se Ce re oh ade es 
; : * - dae ces Se eg Si Be be PA ATS a A p Ween, ee MONE sea Pe Oe, ben eee 
~ aa -t A. . ¢ bie * ae ee She ip Pee aes, . ; tes Be acre ee R 9 a E 
4 » + ~ > on Ie Le “ es 
ri = i 279 


74 


The Saturday Evening Post and 
business publications. 

Hutchins Co., Philadelphia, is the 
agency. 

Coleman—The Coleman Co. an- 
nounced its Blend-Air conditioner 
in building trade papers in April 
and followed up with two-color 
pages in Better Homes & Gardens, 
Popular Mechanics and Sunset. 
The Saturday Evening Post had a 
two-color spread May 9. The cam- 
paign will continue in these mag- 
azines and in Country Gentleman | 
and plumbing and heating publi-| 
cations. 

N. W. Ayer & Son, Philadelphia, 
handles the Coleman account. 


i 


8 Typhoon—Typhoon Air Condi- 
tioning Co., Brooklyn, is not in the 
room cooler field, but stresses its 
central units in business publica- 
tion ads. 

Coolerator—Coolerator division 
of International Telephone & Tele- 
graph Co. is in its first year in 
the air conditioning business and 
has run two pages in Life and one 
in The Saturday Evening Post. 
IT&T also plugged air condition- 
ing in its “special corporate cam- 
paign” twice in the Post and 
stressed the theme that Coolerator 
makes its own equipment, instead 
of assembling other manufacturers’ 
products. 

J. M. Mathes Inc., New York, is 
the agency. 


_sLANDER _ 


ADVERTISERS © AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 
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EXPORT MARKET—There also is an over- 

seas demand for air conditioning units. 

This Mitchell ad in Chinese appeared in 
Hong Kong newspapers. 


Mitchell—Mitchell Mfg. Co., 
Chicago, broke what it calls a $I,- 
000,000 campaign in consumer 
magazines last February. Publica- 
tions used include Better Homes & 
Gardens, Life, Newsweek, The Sat- 
urday Evening Post and Time. Ads 
are keyed to Mitcheli’s “Dyna- 
Heat” feature, a heating element 
which enables the air conditioner 
to heat a room. 

Window and store displays, more 
than 20 direct mail pieces, booklets 
and other selling aids also have 
been prepared for dealers. The 
company also plays up findings of 
research at Michael Reese hospital 
on a grant from Mitchell’s Air 
Conditioning Research Foundation. 

Mitchell’s agency is A. Martin 
Rothbart Inc., Chicago. 


s Airtemp—Chrysler Airtemp Di- 
vision, Chrysler Corp., is plugging 
its unit in verse, with alphabet 
letter ads featuring air condition- 
ing benefits. The March-through- 
October campaign runs in Ameri- 
can Home, Better Homes & Gar- 
dens, House Beautiful, House & 
Garden, Living for Young Home- 
makers, National Geographic Mag- 
azine, The Saturday Evening Post 


with a midsummcr 


and Small Homes Guide. 
“Alphabet Fun,” a 28-page book 
for pre-school children containing 


CORPORATION 


insurance ,€rchange Kansas City Mo 


Geabey TNX\POSTERS 


Move 


And 


but a 


136 So. Fourth Ave. 


Taxiposters. Your colorful displays are 
where the crowds are... . 
theatres, hotels, train and air terminals. 
There are no stagnant locations—no lulls. 
nomical. Your advertising message costs 


to seven miles. 
and availabilities. 


The Outdoor Advertising Easiest ts See 
WM. E. WHAL 


with and into the crowds with 


the stadium, 


Taxiposters are surprisingly eco- 


mere penny per poster traveling five 
Wrice today for rates 


EY COMPANY 


Louisville, Ky. | 


Bt: So le 


the same rhymed »i' hes is offered 
in the ads and by alers. Radio, 
TV, outdoor and 1 vspapers sup- 
plement the natic: | drive, and 
business papers ca ry a Chrysler 
series emphasizing higher profit, 
quicker sales to bu. ders. 

Grant Advertisix . Detroit, is the 
agency. 


® Frigidaire—Fri 
heavy air conditi: 
tied in with its 
paign. It is follow : 
idaire Week” dri: 


ing promotion 
»ypliance cam- 
: up the “Frig- 
of last month 
campaign to 
build store traffic, sell additional 
appliances to present Frigidaire 
users and build a {.re under retail 
salesmen. 

Magazines, newspapers, radio, 
TV and direct mai! are being used 
extensively and premiums are giv- 
en a big play to gc! prospects into 
dealers’ stores. 

Foote, Cone & Belding, Chicago, 
is the agency. 

Westinghouse—W cstinghouse 
Electric Corp. has increased its 
budget this year to buy more space 
in the 15 magazines used last year. 
Local co-op advertising, point of 
sale material and other promotion 
at the retail level has been in- 
creased. 

Fuller & Smith & Ross, Cleve- 
land, is the Westinghouse agency. 


a General Electric—General Elec- 
tric Co. is pushing its air condi- 
tioning equipment in Life and in 
newspapers covering 60 market 
areas. Dealer helps have been step- 
ped up, but the air conditioning 
budget reportedly is about the 
same as last year. 

Young & Rubicam, New York, is 
the agency. 

Manufacturers of central air 
conditioning units, while using 
shelter and other magazines, are 
concentrating efforts in industrial 
and residential construction, archi- 
tectural and heating, plumbing and 
air conditioning business papers. 


Sears’ ‘52 Budget Shows 
10% Gain for All Media 


Sears, Roebuck & Co., Chicago, 
spent $41,822,000 for retail adver- 
tising in 1952, for a new record and 
a gain of 10% over 1951. The $34,- 
009,500 spent for newspaper space 
was also a record, although by a 
smaller margin (7.7%) over 1951. 

Total newspaper linage came to 
247,063,300, showing a continued 
decline from the 1950 high. Sears 
laid the blame, this year as last, on 
newspaper rate hikes. The $7,812,- 
500 spent in media other than 
newspapers represented 18.7% of 
the Sears ’°52 budget, compared 
with 17% in 1951 and 16.7% in 
1950. 


Whelan Joins Allen & Reynolds 


Edward C. Whelan, previously 
food sales and buying executive 
with Paxton & Gallagher Co., 
Omaha, has joined Allen & Rey- 
nolds, Omaha agency, as an ac- 
count and merchandising execu- 
tive. 


ure has a) 


| 


Blair Reports 
Spot Radio Is 
Better at Night 


New York, June 12—John Blair | 
& Co. is in there pitching for night-| | 
| time spot radio. ‘ 


The station representative has| 
completed an analysis that indi-| 
cates “nighttime spot radio is an’ 
even better advertising value than | 
the much-in-demand early morn- 
ing hours.” Blair’s conclusions are | 
based on a comparison of sets in| 
use, individual station ratings and 
listeners per set. 

For this study, W. Ward Dorrell, | 
research director, and Wells H.| 
Barnett, sales development man-| 
ager for Blair, selected 12 markets | 
with these criteria: (1) they fall 
within the 50 top metropolitan. 
areas; (2) they are mature tele-| 
vision markets; (3) they have a/ 
Blair-represented radio station; 
(4) Pulse issues a regular audience | 
measurement report in each; (5) 
the Blair station in each market 
has a single rate for day and eve- 
ning time. 


@ The chosen cities: Pittsburgh, 


Boston, Tulsa, Seattle, San Fran-| 


cisco, Washington, Los Angeles, 
Columbus, O., Indianapolis, Fort 
Worth, Dallas and Houston. A cor- 


y\ 


| FRANK A. WILSON, manager of the cordial 


and cocktail division of Hiram Walker- 

Gooderham Worts Ltd., Walkerville, Ont., 

has been elected a v.p. of the Gooderham 

& Worts division. At the same time, Mr. 

Wilson was named general sales manager 
for all G&W brands. 


for the Don Lee network. Adver- 
tising, radio, drug and food pub- 
lications will be included in this 
drive. 


Chicago Business Papers 
Elect Henry Meyer Head 


Henry F. Meyer, assistant man- 
ager, western district, McGraw- 
Hill Publishing Co., has been 
elected president of the Chicago 
Business Papers Assn. 

Other officers elected are Har- 
old E. Green, midwestern editor, 
Printers’ Ink, 1st v.p.; Lyman M. 
Forbes, assistant to the president, 
Standard Rate & Data Service, 


relary study covered California, 


Washington and Oregon, using the | 


Pacific Coast Nielsen radio index 
as source material. 

In each market the Blair re- 
search department made compari- 
sons of sets in use, ratings and lis- 
teners per set for 6 to 9 p.m., Mon- 


2nd v.p.; David Watson, president 
‘and publisher, Modern Rail- 
roads Publishing Co., 3rd _ v.p.; 
Herbert A. Vance, president and 
publisher, Vance Publishing Co., 
reelected treasurer, and John H. 
Reardon, consultant, Office Appli- 
ance Co., reelected secretary. 


Coast Group Boosts Cherries 


day through Friday, and 6 to 
9 a.m., Monday through Friday, 
on the Blair stations. 

Mr. Dorrell said the figures 
were higher for the evening peri- 


Nylon hosiery is being used as 
|a premium this year by the Wash- 
‘ington State Fruit Commission to 
|promote sweet cherries. Newspa- 
| pers, spot radio and television and 


ods in every instance. Increases point of sale material point out 
for sets in use ranged from 5% that the nylons retail usually for 
to 125%; for ratings, 9% to 155%, $1.25 to $1.50 a pair. Each cherry 
and listeners per set, 6% to 28%, lug, containing 12 to 14 lbs. of 


he added. | fruit, will contain a nylon coupon. 


s “This means,’ Mr. Dorrell said, | 
“that the advertiser could com- | 
mand substantially lower cost-per- 
thousand listening homes and lis-| 
teners and considerably greater 
family audience at less cost during 
the evening hours... Morning ra-_ 
dio is and always will be a good) 
buy because of low cost, good fam- 
ily audience and high audience 
turnover...What our _ analysis 
demonstrates is simply that many 
advertisers are overlooking a good 
bet in the evening by overly rigid | 
insistence on morning programs.” 

The Blair executives did not re- 
lease individual market compari- 
sons. These will be unveiled 
monthly by the company in a 
business paper campaign. The first 


ad features West Coast findings 


| sociates, 


Pacific National Advertising Agen- 
cy, Seattle, handles the account. 


Cincinnati Admen Elect 


Lou Bunning of Fashion Frocks 
has been elected president of the 
Junior Advertising Club of Cincin- 
nati. Other officers elected are 
Laird Durham, Roy Madison As- 
v.p.; Ellen Edwards, 
Streitman Biscuit Co., secretary, 
and Dan Schwertman, General 
Electric Co., treasurer. 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. sage for FREE Proof- 
book No. 11. 

EYE*CATCHERS, Inc. 
J 207 E. 37th St., N. Y. City 16 
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Grocers Don’t 
Hurt Druggists, 


drug store volume. 


® Inquiry into the effect of the 
size of food and drug stores on 
sales of remedial products—laxa- 
tives, headache remedies, etc.—_ 
discloses that: 


Peckham Sa S 1. There are nearly 500,000 pos-| 
y sible outlets among all drug stores | 

. -and food stores, but 25% of the) 
(Continued from Page 1) total—drug stores. food chains 


showed sales in drug stores during and large food independents—do 
January and February, 1952, were 84% of the business. 


3% higher than in the correspond-| 9 the 3.714 chain drug stores 
ing months of the preceding year, are the most important outlet. ! 
he reported. This gain increased to Although only 0.8% of the total 
5% in November-December, 1952, food and drug stores the drug 


oo January-February of this | chains do 12.6% of the remedial 
ace | business. 


s Sales of the same 15 groups in. 3. Large (more than $100,000 
food stores in January-February, #79Ual volume) independent drug 
1952, were 23% ahead of the °51 Stores come next. The 7,645 large 
period sales and increased to 28% | independents are 1.5% of the tot- 
and 29% at the end of 1952. al, but have 19.4% of the volume. 
“This is amazing,” said Mr.| 4. Medium  ($50,000-$100,000) 
Peckham, “because these 15 drug and small (less than $50,000) in- 
and toiletry groups have appar- dependent drug stores follow, with 
ently followed a normal trend in food stores trailing these stores in 
drug stores and, on top of that |importance. 
normal drug store trend, are forg- 
ing ahead to the tune of 25% to, ® However, Mr. Peckham pointed 


ee 


BREAKDOWN—Mr. Peckham showed Nielsen figures on sales per store to make it 
clear that the great majority of grocery stores still accounts for a relatively small 


amount of total sales 


of affairs if we ascribe approxi- 
mately half of the increase to the 
combination of population gains 


customers to “ethically promoted” 


30% in the food stores. 

“In other words, the food stores 
have not caused losses in drug. 
stores and it is our feeling that) 
the additional display and expo-. 
sure to purchase in almost 400,000 
food outlets represents largely plus 
business which would not have) 
occurred if this additional expo- 
sure to sale had not been 
achieved.” 

Food stores, he added, now ac- 
count for 43% of the combined 
volume of these 15 groups, com-| 
pared with 34% two years ago. 


8 Investigation into whether food 
stores are taking business away | 
from druggists was made with the 
view that if they were, there) 
would be poorer sales of brands 
pushed by grocers and better sales | 
of brands promoted by druggists, | 
Mr. Peckham reported. 

Drug store sales of fifteen 
brands of drug and toiletry items 
with major food store develop- 
ment, and 12 where food store de- | 
velopment was minor, were com-| 
pared. Results indicate that drug 
store sales of both classes of items 
are practically identical. This, 
said Mr. Peckham, tends to con- 
firm the Nielsen feeling that 
food stores are not cutting into 


RECENT 


Bs 


ae 


6 é + 
WITH MAJOR, 
FOOD STORE 
DEVELOPMENT 


prooucts 434 
NOR 
ORE 
MENT 


Co.'s Arthur Peckham told the Proprietary 


these charts are his figures showing that, although the grocery 


ein hbliale 


out, the 25,000 chain food stores 
represent 5.5% of the total and 
now account for only about 7.0% 
of the business, but are growing 
very rapidly in sales of remedial 


and increases in productivity, and 
the remaining half to changes in 
the value of the dollar,” he said. 

Mr. Peckham predicted that if 
inflation were suddenly wiped out, 


‘rest of 1953 and for 1954 looks! similar conditions would bring a 
'good, he said, and no marked de-| smaller drop, about 20%—which 
‘cline in sales of drug store prod-| would leave sales volume at about 


|/posable income—in itself a rather | 
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DON’T WORRY ABOUT GROCERS—That's what A. C. Nielsen 


products. A_ similar situation| disposable income would fall no 
exists with large independent food lower than 1945-46 levels. Lower 
stores, he added. |defense expenditures, temporary 

Drug store business for the|saturation of durable goods and 


ucts is expected “short of some 
drastic reduction in consumer dis- 


the 1950 level, or about 2% times | 
more than the 1929 level, he said. | 
's Touching on another subject) 
important to the drug store and. 
disposable income and drug store} proprietary product business, Mr. | 
sales, the Nielsen executive said|Peckham reviewed the effects of) 
fluctuations in disposable income the National Health Service Act, 
are reflected in drug store sales. | the so-called socialized medicine 
Between 1929 and 1952, when bill, on British “chemist shop” | 
there was an increase of 88% in| (drug store) sales. 
dollar volume of consumer drug! Between June, 1948, just before | 
sales, disposable income increased | passage of the act, and June, 1952, | 
198%. \sales increased about 33%, he) 
Contributing to this, he said, said. Prices, however, increased | 
was a 31% population gain and a, 25% and physical volume is up) 
productivity increase totaling, 5% because of the government) 
about 50%, at the rate of 2% per health program. The British chem- | 
year. ist’s private prescription business | 
‘now is almost all government-| 
s “Looking at our gain in dispos-| financed, he added. 
able income, therefore, I think we 
can roughly approximate the state, # During this time, nationally- 


CONSUMER SALES TRENDS 


unlikely event.” 
Tracing the relationship between 


1S DRUG & TOILETRY GROUPS: 
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stores continue to show big gains in sales of drug items, the drug 
stores continue to show the same long-term trend—and it’s up- 
ward. 


Assn. last week. In 


6.7% 


of these two regulatory agencies, 


ma political appointee. 


|he told the convention. 
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of items like aspirin. 


advertised brands of proprietary 
medicines in Great Britain lost 


proprietaries. 

Discussing the American mar- 
ket, Mr. Peckham pointed out the 
value of improved products, bet- 
ter packaging and “really good 
copy” in selling proprietary prod- 
ucts. He cited a case where a new 
ad campaign and a shakeup in 
media used increased sales from 
of the total sales of that 
type of product to 7.3% in one 
year. 


Keep ‘Big Stick’ on 
Ads, Labels, Cullen 
Tells Drug Industry 


WHITE SULPHUR SPRINGS, W. VA., 
June 11—The bright “new hori- 
zon” that opened up after 20 years 
in which business and industry 
served as the “whipping boy” for 
the federal government was the 
main subject of the Proprietary 
Assn.’s three-day meeting here this 
week. 

But at least two landmarks—the 
Food & Drug Administration and 
the Federal Trade Commission— 
are here to stay, to judge from as- 
sociation sentiment. 

Frederick J. Cullen, executive 
v.p. of the drug manufacturers’ 
group, not only endorsed the work 


but also came out in opposition to 
a rumored change which would re- 
move the FDA commissioner from 
civil service status and make him 


s “With the amount of money that 
is involved in the preparation, la- 
beling and packaging of a product, 
the members of the drug industry 
cannot be put in a position where 
the rules under which they oper- 
ate may be frequently changed at 
the whim of some new appointee,” 


As for the FTC, Dr. Cullen de- 
clared that “the commission has 
passed through the stage in which 
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Ad Volume Will 


Remain Steady, 


Lasser Tells NBP 


Korean Truce, Removal of 
Excess Profits Tax Won’‘t 
Affect Economy, He Says 


CoOLoRADO SPRINGS, June 11— 
J. K. Lasser, well-known tax au- 
thority, told the National Business 
Publications’ spring conference 
here today that neither the remov- 
al of excess profits taxes nor a 
Korean truce should result in a 
decline in the volume of advertis- 
ing. 

In addition, he reported a sym- 
pathetic attitude on the part of the 
Treasury Department with refer- 
ence to the establishment of fund- 
ed reserves for research and ad- 
vertising purposes, to be expended 
within five years, and predicted 
that if the proper legislation were 
proposed to Congress, a change in 
the law relating to this subject 
could be brought about within a 
year. 


ws Mr. Lasser said that while some 
economic opinion, which he de- 
scribed as “bafflegab,” has leaned 
to the idea of a business decline if 
the excess profits tax were re- 
moved or the Korean conflict 
brought to an end, there is little 
evidence to justify this opinion. 
He pointed to the high level of 
business activity, employment, 
personal income and_ population 
growth, and said that there is ev- 
ery reason to believe that this sit- 
uation will continue, even if the 
two factors referred to were in 
the picture. 

He also said that the number 
and percentage of companies af- 
fected by the excess profits tax 
are relatively small, and are main- 
ly in three areas of industry— 
chemicals, aircraft and electrical 
manufacturing. This means that 
only one out of 80 advertisers has 
been affected by the tax. Since 
armament production will contin- 
ue regardless of the cessation of 
the Korean conflict, there will 
probably be only a slight decline 
in industrial production when the 
truce becomes effective, he said. 


® With reference to the establish- 
ment of funded reserves covering 
future expenditures, Mr. Lasser 
said that research and advertising 
should be coupled, because both 
are used to assure stability of em- 


ployment and_ business. 
By encouraging both product de- 
velopment and market studies, 


plus advertising and promotion, in 
a period of declining business, he 
said that the government would 
assure a cushion against severe de- 
clines. 

His conversations with the 
Treasury Department, he contin- 
ued, have indicated that there will 
be no serious opposition from that 


it ‘persecuted’ advertisers rather 
than legitimately prosecuting as is | 
provided for by law.” One of the | 
FTC’s most important jobs, he} 
said, is to crack down on the fla-| 
grant type of advertising practiced | 
by certain “fringe-type” drug mer- 
chandisers. 

“Government agencies must be} 
provided with the proverbial ‘big 
stick’ for that ‘fringe operator’ who 
only understands compulsion,” he 
asserted. 


Greyhound to Spend $900,000 

Greyhound Corp., Chicago oper- 
ator of the Greyhound bus lines, 
will spend $900,000 in television 
starting this fall. So far, plans 
include a participation on “Omni- 
bus,” the Ford Foundation show 
over the CBS Television network. 
Beaumont & Hohman is the agency 
for the company. 


| special 


source to the proposal. The plan 
would involve the investment of 
reserve funds in government 
bonds, and would provide for tax- 
ation of these funds if they are 
not expended in five years. 
“Advertising is not asking for 
treatment in setting up 


| funded reserves of this character,” 


Mr. Lasser said. “There are hun- 
dreds of situations in which de- 
ferred payments of income taxes 
can be brought about by approved 
methods of handling inventory, de- 
preciation and other charges.” 


Sylvestre to Olmsted & Foley 


E. E. (Gene) Sylvestre Jr., 
formerly in the sales department 
of Procter & Gamble Co., Cincin- 
nati, has joined the copy and 
creative staff of Olmsted & Foley, 
Minneapolis agency. 
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Many Factors Make Canadian Marke 
Different from U. S., Marketers Tol 


(Continued from Page 3) 
45% of the independent grocery 
volume of Canada moves through 
stores doing less than $20,000 a 
year, whereas independent stores 
doing more than $100,000 a year 
represent only 7% of Canada’s to- 
tal independent volume. 

Hence the wholesaler is im- 
mensely important in Canada’s dis- 
tribution, and the chains and large 
independents haven’t encroached 
too much on his territory. Canada 
has strong chains, but no national 
chain, and chain private brands 
are neither as common nor as 
strong nationally as in the U. S. 


a Mr. Clarke thinks this situation 
will exist for a long time. Geo- 
graphic distribution, lack of roads, 
long distances and inability to 
travel in winter all mean that 
small town and country stores will 
retain a sizable volume, and that 
the growth of chains and super- 
markets will be slow. 

This also implies expense for 
the manufacturer. To get compar- 
able exposure in grocery stores in 
Canada means a product must be 
in a much higher percentage of 
stores. A U. S. manufacturer with a 
sales force of 300 would be better 
advised to figure on a force of 100 
salesmen in Canada, rather than 


USE MORE ART 
AT LESS COST 


Do as many world-renowned con- 
cerns do year after year. Design 
your own printed matter with qual- 
ity art tools from the CLIPPER. 


ART SERVICE 


»FOR SMART ORIGINALITY 


Give your printed matter new fresh- 
ness and smart originality with 
more than 3,600 subjects and 12,000 
reproduction prints to draw from 
— year, eg ay originals, Serv- 
e costs only $180.00 per - 
$15.00 monthly. ee oe 
6 


Whit FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, Iilinols 


the 30 that population figures 
might indicate, he said. 

He pointed out the excellent 
statistical and research services 
available from government and 
private sources, and added a word 
of warning about the cost of re- 
search in Canada: 


national market research in Can- 
ada may cost from one-third to 
one-half the cost of similar re- 
search in the U. S., although we are 
covering a market having only one- 
eleventh of the population,” he 
said. 


s Both Nielsen and International 
Surveys estimate their service at 
about 40% of the cost of a similar 
job in the U. S. This is because the 
Canadian sample size must be 
larger percentage-wise than a U.S. 
sample, and because of the cost of 
travel and of covering small vol- 
ume stores. 

Canadians, he said significantly, 
have learned to evaluate this cost, 
and in many cases have learned to 
be satisfied with smaller sample 
sizes, and with less detailed and 
complete breakdowns of the infor- 
mation. 


s How a company successfully 
came into Canada was reported by 
Frank W. Mansfield, director of 
sales research for Sylvania Elec- 
tric Products, New York. 

He reported that Sylvania had 
enjoyed fair sales in Canada for 
years, but stood in danger of be- 
ing wiped out due to export and 
import quotas and currency regu- 
lations in 1947 and 1948. It then 
surveyed the market, undertook 
to find out if there was a place 
for Sylvania in Canada, decided 
there was, and moved in three 
years ago. 

Result: Using 1946 as 100, Syl- 
vania sales slid rapidly—in 1947, 
to 65; in 1948—31; in 1949—20. The 
successful entry into the Canadian 
market is proved by these index 
figures for Canadian sales: 1950— 
240; 1951—-340; 1952—830, and the 
first quarter of 1953 indicates an 
|index figure of 1,190. 


. Sylvania didn’t make its move 
,until it had studied Canada as a 


(Advertisement) 


Tax Reports Star 
in Color Sound Film 

You see sets of the black and 
gold loose leaf binders of the CCH 
Federal Tax Reporter wherever 
decisions are made “on the policy 
level.” 

The first question many a top 
management asks about any busi- 
ness move today is, “How will it 
affect our taxes?” 

CCH supplies the answer—up to 
yesterday’s latest decision on every 
tax case in courts of every rank 
and by every tax official. Treas- 
urers, Comptrollers, 
legal counsel, accountants and tax 
consultants would work in a hope- 
less fog without the topical law 
reports published by Commerce 
Clearing House. 

Explaining how to use this in- 
credible loose leaf Reporter to best 
advantage is a difficult task for the 

publisher. But a Francisco Film, 


Secretaries, | 


| MODERN FEDERAL TAX LAW) 


| REPORTING, makes a lucid story 


out of the vagaries of the federal | 


|income tax. The CCH Reporter 


plays the leading role in this drama. | 


This 30-minute color sound film 
shows how complex, factual, dry- 
|as-dust technical subjects, even 
| when couched in the gobbledegook 
| of legal phraseology, can be made 
|not only interesting and clear but 
actually exciting! That is, when the 
film is created by a producer who 
knows his medium! 

Deans of schools of law and ac- 
counting are demanding showings 
every semester of the CCH film, 
while CCH representatives are 


tax men, lawyers and accountants, 
that comprise their regular cus- 
tomer lists. The film takes off the 
shoulders of the CCH representa- 
tive the burden of teaching result- 
|ful use of the Reporter. At the 
‘same time it gives him an excellent 


‘instrument of “public relations” 
| for presenting his story to groups. 
_ If you have an industrial prod- 


uct or service to sell and need help 


‘in explaining its nature, benefits, 
-and use to your prospects, or in 
keeping your customers sold on it, 
tell us your problems. Maybe we 
‘can help you, too. 


Francisco Films 


“Experience indicates that broad | 


having a hard time covering all the 


185 N. Wabash Ave., Phone: STate 2-0798 | and AMA preside 
| CHICAGO 1 |\the meeting, whi 


t had reviewed 
situation as to 
d material sup- 
ty rates, trans- 
ther, the com- 
set beliefs: It 
s to big towns; 
decentralization 
ntration of con- 


/market, and unti! 
the manufacturin 
Plant site, labor « 
_ply, tax and u‘i 
| portation, etc. F 
/pany has certai: 
| prefers small tc: 
it’s committed 
of detail and con 


trol (the Cana: in plant would 
be pretty muc!) in autonomous 
setup); it does: ask any con- 


cessions or adv: 
community; it in onds to pay spe- 
cial attention to -ustomers, and it 
believes it can cducate labor to 
do the jobs at S)\vania, so that a 
pool of experienced labor is not 
a prerequisite. 

Satisfied on these counts, Syl- 
vania incorporated in Canada in 
April of 1949, started a plant at 
Drummondsville, Ont., and now 
needs more capacity. The sales 
record is self-explanatory. Mr. 
Mansfield paid tribute to the co- 
operation he had received from 
public and private sources while 
surveying Canada to see if its po- 
tential and locations were satisfac- 
tory. 

“Basic data we wanted on the 
Canadian market was readily 
available to us,” he said. 


tages from the 


@ Canadians are extremely con- 
scious of the problems of tariffs 
and government controls. In a key- 
note speech, the Hon. Douglas C. 
Abbott, Minister of Finance, re- 
marked that “placing restrictions 
on the entry of goods into the U. S. 
market is a very costly process— 
and the costs are borne by the 
American consumer. Inevitably, 
they must pay higher prices be- 
cause domestic industry is shield- 
ed from competition abroad. 

“I cannot see that the business 
men of the U. S. have much to 
fear from the competition of busi- 
ness men in other countries... 
Whenever I hear of a demand for 
a higher tariff or other form of 
protection, I suspect there has been 
some failure of marketing ability,” 
the speaker said. 


® The importance of tariffs was 
emphasized from two aspects by 
Robinson Ord, v.p. of Canadian 
Chemical & Cellulose Co. Ltd., who 
stressed the fact that Americans 
contemplating Canada as a market 
usually begin (if theirs is a low- 
duty item) by shipping across the 
border for Canadian distribution. 
Then comes a non-manufacturing 
company to handle distribution. 
Manufacturing in Canada is often 
discouraging if a company hopes 
to export to the U. S., but Canada 
itself offers tempting industrial op- 
portunities, Mr. Ord pointed out. 

He described the growth of his 
own company, the postwar child 
of Celanese Corp. of America, and 
'said he had but one serious flaw 
to report. Again, it hinged on tar- 
iffs. 

Mr. Ord asserted that American 
mills are dumping surplus fabrics 
in Canada, particularly synthetics. 
He said American mills make long, 
economical runs of fabric, see that 
the U. S. market is saturated, hold 
low price sales to establish a value 
for duty (“thus complying in fact 
but not in intent with Canadian 
regulations”) and then hit Cana- 
da at cost or less 


es “Imports of -‘ynthetic fabrics 
rose from 11% «! Canadian pro- 
duction in 1950 tc 30% in 1952 and 
are estimated cirrently at 40%. 
This type of com) «tition is ruinous 
to the Canadian textile industry 
and its more thi. 100,000 work- 
ers,” he said. 
Mr. Ord beli 
| governmental ac 


ves appropriate 
nm is indicated 


‘and will be take . Another solu- 
| tion, he added, is xpansion of the 
market through  (vertising, styl-| 
ing and promoti: ial material, to| 
arenes per capit. consumption. | 

Gordon A. Hu es, market re-) 
search director ©’ General Mills, 
it, presided over 
h drew an at-) 
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Wash them with SURF 
... theyll smell like sunshine! 


SURF BOARD—This is the first in a series of 24-sheet posters designed for Lever 

Bros.’ new national outdoor campaign for Surf detergent. The 48-state coverage 

starts this month. Batten, Barton, Durstine & Osborn, New York, is handling the 
campaign. 


tendance estimated at more than 
500. In charge of the program were 
Spalding Black of Canadian In- 
dustries Ltd., president of the 
AMA Montreal chapter, and Lewis 
Louthood, Weekend Picture Mag- 
azine, general chairman of the 
conference. 


Clittord Heads NBC Personnel 


John M. Clifford, formerly per- 
sonnel director for the RCA Victor 
division, Radio Corp. of America, 
Camden, N. J., has been elected 
v.p. in charge of personnel for 
National Broadcasting Co., New 
York, a new post. Ernest de la 
Ossa, personnel director, has been 
promoted to station manager of 
NBC’s flagship stations, WNBC, 
WNBT and WNBC-FM. Mr. de la 
Ossa will report to Ted Cott, v.p. 
and general manager of NBC’s 
New York stations. Recently Mr. 
Cott’s responsibilities were 
broadened; he is now working with 
Charles R. Denny, v.p. in charge 
of the company’s owned-and-oper- 
ated stations division. 


Mercury TV Boosts ‘54 Sets 


Pacific Mercury Television Mfg. 
Corp., Los Angeles, has begun pro- 
moting its 1954 line, featuring Fu- 
ture-Matic TV sets. Major con- 
sumer advertising will be shared 
with dealers, supplemented by 
company ads in newspapers in 14 
major western markets, radio and 
TV spots, outside bus cards in six 
markets, and space in Sunset Mag- 
azine. Ad mats, window streamers, 
wall charts and banners and a 
folder on u.h.f. are being offered 
to dealers. H. M. Gardner & Asso- 
ciates, Los Angeles, is the agency. 


Ketchum Appoints Perryman 


Warren K. Perryman, formerly 
art director with Badger & Brown- 
ing & Parcher, Boston, has joined 
the art director staff of Ketchum, 
MacLeod & Grove, Pittsburgh. 


Honeywell Boosts Moduflow 
Minneapolis-Honeywell Regula- 
tor Co., Minneapolis maker of aut- 
omatic temperature controls for 
home and industry, has begun a 
national promotion for its elec- 
tronic moduflow system of tem- 


/perature control for homes. B&w 
|spreads in Newsweek and Time 


will spearhead the campaign, with 
four-page color inserts for major 
trade publications. Ads will follow 
in The Saturday Evening Post and 
other magazines. Foote, Cone & 
Belding is the agency for the cam- 
paign. 


Cincinnati Adclub Elects 

Harry Ewry, sales manager for 
J. W. Ford Co., Cincinnati, has 
been elected president of the Ad- 
vertisers’ Club of Cincinnati. Oth- 
er officers elected are Sid Best, 
account executive, Perry Brown 
Inc., v.p.; Samuel Rogoff, presi- 
dent, Cincinnati Pencil Co., sec- 
retary, and Leonard Dahlman, gen- 
eral manager, Advertisers’ Engrav- 


_ing Co., treasurer. 


Jackson Joins ‘Opportunity’ 


Robert E. Jackson has joined 
Opportunity Magazine, Chicago, as 
marketing consultant to its adver- 
tisers. 


STEIGERWALD 


OMPANY 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 


shapes, single or multi-colored 
CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS | 


910 W. VAN BUREN, CHICAGO 7 + TAYLOR 9.5400 


Note these features — 
1. ALL STEEL CONSTRUCTION 
2. ENAMEL FINISH 
3. MODERN STYLING 


IN TWO MINUTES 


610 WHITE STREET 


4. SIGN PANEL CHANGED 


ALL-PURPOSE 
BOARD 


3 IN1 
1. PROCESS 
2. PASTE 
3. PAINT 


FREE franchises OPEN in all cities 
Write today for full details 


Manufactured by Cc O U Be TE $ Y 


@ HOUSTON, TEXAS 
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New Study Shows 


Private Lines 


* = 
Canadians Like — 

| It isn’t too surprising that Liv- 
Car Card Humor ingstone Porter Hicks, Detroit 


/agency head, came out with his 
“300” brand beer idea for small 
ground is preferred. 'brewers, or that he did so now 
Cards featuring persons and|(44, June 8). Mr. Hicks was 
faces show a slight advantage over President of Koppitz-Melchers 
those which do not, in both coun- | Brewing Co. in 1947. At that time, 
tries. _Mr. Hicks signed an agreement 
Showing the advertised product "°t to get into the beer business 
apparently neither raises nor low- @8in until August, 1953. 
ers the card’s score. However,| 5° far, his franchise plan for a 
“product in use” cards got average 390” brand to appeal to bowlers 
scores in the U. S. but scored well as had no takers, but he’s pretty 
below average in Canada. “Prod- hopeful. 
uct not in use” cards in Canada| e e e 
scored above average. | Could it be that Pathfinder will 
In some respects, there was no get a new name one of these days? 
way to compare the two countries | “The Town Journal” has begun 
since some types of copy and ad- @ppearing under the magazine’s 
vertising are not numerous enough | title. With Pathfinder and its sister 
in Canada. For example, there Publication, Farm Journal, getting 


(Continued from Page 2) 


promotion as the Countryside Unit, 
the subtitle might well cet the top 
billing eventually on the small 
town monthly. 
. ° ° 

Dustmaster Corp. is the name of 
a Minneapolis outfit producing 
what it calls “the world’s finest 


dust mop, the Lifetime Dust- 
mastegx.” 

And it’s guaranteed. A tag on 
the “special deluxe mode!” pro- 
claims, “Guarantee. Al! parts of 
the Dustmaster are guaranteed to 


last a lifetime with the exception 
of the handle and cotton swab. (All 


metal parts will be replaced for 
nominal charge, plus postage.)” 
e e e 


Muntz TV Inc. is weighing a big- 
scale entrance into the home air 
conditioning field. Limited produc- 


tion is under way, but so far it 
looks as if there won't be any large 
ad campaign this year. The com- 
pany would probably push air 
conditioning units by cutting 
prices, the same way that it in- 
troduced its television sets. 
2 * € 


Plans 2 TV Field Magazines 

Television Retailing, published 
by Caldwell-Clements Inc., New 
York, will be succeeded by two 
new magazines, Mart and Techni- 
cian. Mart, which will have a 
9x12” page size, newspaper style 
format, will be edited for the TV 
appliance dealer and will bow 
Sept. 1. Technician, with a 7x10” 
page size, will be edited for the 
TV-audio-electronic service man, 
and will bow Sept. 10. Both maga- 
zines will be under the direction of 
O. H. Caldwell. 


Rohrs to ‘Nation's Business’ 


John C. Rohrs, formerly with 
Family Circle Magazine, has joined 
Nation’s Business, Washington, as 
a member of the advertising and 
sales promotion staff. 
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Trailmobile Promotes Eyler 
Harry Eyler, general sales man- 
ager for Trailmobile Inc., Cincin- 
nati, subsidiary of Pullman Inc., 
has been promoted to v.p. of sales. 


Rubinstein Joins Stern 

Marion Rubinstein, formerly 
with August Dorr Advertising, Mi- 
ami, has joined Dick Stern As- 
sociates, Miami, as account execu- 
tive. 


WHWEAE YOU wise TO GO. 
Our SERVICE 1S NATION: WIE. 
SEND US A COMPLETE DESCRIPT) 

OF YOUR PROPERTY, HOTH PIC s 
iF POSSIBLE. ‘YOu Pav us 5% 
COMMISSION IF A DEAL 1S MADE. 


Hi, JON HARSER 
* LOS ANGELES 48, Cas. 


ASS 


were not a sufficient number of) 
cards with copy over 25 words to) 
show what effect lengthier copy. 
has on readership. The study only | 
shows that copy up to that number | 
of words does not lower reader- | 
ship. The U. S. study showed that | 
copy of 50 words lowers reader-| 
ship. 


® The Canadian study further re- 
vealed that 32% of the riders see 
the average card. Taking all the 
people of the four cities, 83% of 
the population 15 years and older | 
can be counted as riders and 17% | 
non-riders. The total population | 
for the four cities is 3,400,000 
people. Forty-two per cent of the 
riders see the highest scoring card, | 
whereas 16% see the lowest scor- | 
ing card. | 

The Canadian sample size was} 
640,000 as compared with 650,000 
in the U. S. study (with Chicago | 
figures omitted because of non- 
typicality of population size). The 
figures in all other respects for. 
the two studies, including percent-. 
age of riders, average number of | 
rides taken, time spent on vehicles 
and percentage of public transpor- | 
tation users in various income, 
brackets, were generally much) 
alike. | 

Cards tested in the Canadian. 
study were those circulated on a| 
half-service basis—i.e., they ap-. 
pear in every other vehicle. The 
interviewee was asked to look 
at 45 cards and pick out the ones 
he had seen within the last month. 


Frank Bull Adds Account 

Frank Bull & Co., Los Angeles, | 
has been named to direct adver- 
tising and promotion for Crosby | 
Golf Master Sales, Los Angeles 
maker of a practice machine for 
golfers which permits the ball to 
travel only 7’ but measures dis- 
tance, direction, etc., the ball would 
go if not attached to the machine. | 
A direct mail campaign to golf! 
pros is now under way and the 
first ad will break in the July is- | 
sue of Esquire. Media plans include | 
magazines, radio and television. | 


Cleveland Marketers Elect 

Robert J. Neiderhauser, sales 
promotion manager for Harris- 
Seybold Co., Cleveland, has been 
elected president of the Industrial. 
Marketers of Cleveland. Other of- 
ficers elected are Douglas O. Yod- 
er, president of Yoder Co., Ist v.p.; 
Gearold E. Sams, Cleveland rep- 
resentative of Perrygraf Corp., 2nd 
v.p.; John B. Hickox, partner of 
Belden & Hickox, agency, secre- 
tary, and Richard L. Burt, adver- 
tising manager, Yoder Co., treas- 
urer. 


N. Y. Editors Re-elect Phair 
William A. Phair, editor of 
Hardware Age, a Chilton publi- 
cation, has been reelected presi- 
dent of the New York Business Pa- 
per Editors Society. Other officers 
elected are Jack A. Ghene, man- 
aging editor, Housewares Review, 
vice-chairman, and Aijleen H. 
Weisburgh, Sales Management, 
secretary-treasurer. 
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Do you feel as though you'll 
never get out from under the 
sword? There probably are a 
lot of reasons for that feeling, 
but if it's production problems 
that are causing it you should 
contact Pontiac. We've had 
AO years experience in service 
to the advertising profession— 
and only Pontiac has six 
unified services all under one 
roof! We help dozens of busy 
advertising executives and 
production men every day and 
if you'll call or write we'd be 
glad to show you how we can 
help you get out from under. 
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Media Vie for Drug Makers’ Favor; 


BofA Offers ‘Health Barometer’ 


WHITE SULPHUR SPRINGS, W. VA., 
June 11—Retail drug advertisers 
and their newspapers are soon 
going to be tying in with every lo- 
cal cough and sniffle, if the Bureau 
of Advertising has its way. 

At the Proprietary Assn. con- 
vention here, Harold S. Barnes, 
BofA director, gave druggists an 


Proprietary Assn. 


outline of the new “Health Baro- 
meter” system of advertising cold 
remedies which the bureau has 
/ been experimenting with since last 
/winter (AA, Feb. 2). 

Formerly, -Mr. Barnes pointed 
druggists and_ proprietary 


out, 


{ 


colds and fevers, made up, unfor- 
tunateiy, of hundreds of local pat- 
terns that “quite literally jump all 


state of health of the local popula- 
tion, and that is what BofA was 
doing in 19 markets. 


s Mr. Barnes explained his “ba- 
rometer” system this way: 

To catch the initial “sniffles” 
stage of the cold process, coopera- 
ting newspapers checked the sales 
in key big-volume stores of just 
three products: Bayer aspirin, 
Four-Way cold tablets and Grove’s 
‘Bromo-Quinine. The papers then 
made weekly sales audits and sent 
them in to the bureau in the form 
of index figures based on a sea- 
‘sonal sales norm for each store. 
The bureau, in turn, sent them on 
to the manufacturers and agencies. 

“Now we come to the secret of 
‘the effectiveness of the Health Ba- 
/rometer,” Mr. Barnes said. ‘Each 
manufacturer sets the point at 
which the newspaper is authorized 
to run ‘stand-by’ copy to capitalize 
on the rise in the colds and fever.” 


s “Stand-by” copy, he explained, 
was variously set to run when 
sales of the index products reached 
anywhere from 15% to 50% above 
the norm—depending on the needs 
of the advertiser. 

Thus, he said, a maker of facial 
tissues would want to exploit the 
early sniffle stage, while a cough 
syrup manufacturer might wait 
until the epidemic was near or at 
the crest. 

The retail druggist is welcoming 
the new plan “with open arms” as 


| sions, Mr. Barnes asserted. He also 
said that the program is being ex- 
panded to 45 cities, including more 
‘large ones, for the coming ague 
| Season. 

Representatives of two other 


|'manufacturers have had to tie | 
their ads to a national pattern of | 


over the lot.” The real need, he) 
said, was to keep close tabs on the 


a remedy for supermarket inva-' 


tended with che 
he first place in 
he drug adver- 


‘Major media c« 
newspapers for 
the affections o 
tisers, and a fou 1» medium—tele- 
vision—also gvi nto the act, if 
only as a whip: ‘ng boy. 

8 John J. Karo! v.p. in charge of 
sales for CBS Radio, gave the drug 
‘men glowing words on ‘radio’s 
comeback in the past two years— 
| how it “still wa. delivering enor- 
‘mous audience: 
| thousand that w.s lower than any 
other medium Admitting that 
ratings of radio programs are. 
‘lower now than they were a few | 
/years ago, Mr. Karol offered as/| 
/compensation the fact that there | 
/are “many more radio homes now | 
|than there were a few years ago.” 
He also pointed to recent re- 
;search by media people which 
found, he said, that radio listening | 
in television homes is increasing. 
One reason, he declared, is that 
|radio listening is now being done 
not to one big set, but to several] 
others scattered around the house. 

With this in mind, Mr. Karol as- 
serted that national media meas- 
urement is “out of gear with 
reality” and should stop depending 
on the main set for the bulk of its 
measurements. He also called for 
measurement of auto and other 
out-of-home listening. 

“In 16 of our largest markets it’s 
been found that this out-of-home 
listening increases the audience to 
the average program by better 
than 18%,” he said. 


@ Having once wandered into the 
TV medium, Mr. Karol stayed long 
enough to tell the drug men that 
“the danger of TV’s expensiveness 
is not in its high cost alone. It’s 
in the fact that the cost is so high 
that it makes it virtually impos- 
sible to obtain the frequency that 
is required for the profitable sell- 
ing of low-cost, high-turnover 
items.” 

As to the “extra impact” of TV, 
the CBS v.p. expressed his firm 
belief that “the selling power of 
the voice” is all the impact needed 
for many products like headache 
remedies, hair dressings and denti- 
frices. 

“With radio,” he said, “you 
think of the product in terms of 
your own needs, not those of an 
impersonal little picture on a 
screen.” 


e W. H. (Moon) Mullen, Maga- 
zine Advertising Bureau director, 
‘opened the magazines’ bid for drug 
‘advertising by turning to account 
‘a favorite drug store bogey—the 
| supermarket. 

After making the point that 
‘nearly half of the 85,000 retail 


| 
| 
! 
t 


i ESCO IP LIS IS ASLO LENT! OE CELE LEE AEDT NITE! EL OE BN CES TES 


Outstanding opportunity 


| 


vvoonees ynirieo —altomotive field representatives 


Leading advertising agency, with headquarters i: New York 


and branch offices in Detroit and other cities, has 


two or three ambitious field 


duties will be to contact the ; 
dealers and dealer associations of a major ma! 


new passenger cars. 


Must know problems of dealers retailing ne 


cars, and the advertising and 


the local level. Advertising agency experience d 


not necessary. 


The men concerned will headquarter in a cent 
city in their territories. Men who wish 
Chicago, Atlanta, and Los Angeles or San Franc 


larly desired. 


The positions will entail considerable travel. 


at a cost-per-|, 


Florida Orange Juice , 


| 


|into magazine selling—‘“about a 


/or supermarkets) “buy the maga- 


Toy Krafts amazing | 
NEW orange juice! 


THO QUAY CDMS AITE AtED PvE CRAMOS JUICE YOu Com 


NEW KRAFT PRODUCT—Kraft Foods Co., 
Chicago, is running large-space newspaper 
ads like this in Toronto and Montreal for 
its new concentrated orange juice. J. Walter 
Thompson Co., Montreal, is the agency. 


stores selling magazines are drug 
stores, he went on to point up the 
large-scale entry of the food stores 


third of all grocery supermarkets 
now have full-line magazine de- 
partments,” he said. 

The reassuring moral, however, 
was this: that the “best customers” 
of the drug manufacturers’ biggest 
retail dealers (whether drug stores 


zines carrying the advertising of 
the products you sell them.” 


e Mr. Mullen made a further ap- 
peal by quoting figures to certify 
the “present robust health of the 
magazine medium.” Noting that 
1953 is the 16th straight year in 
which magazines have led all me- 
dia in national advertising volume, 
he also told the drug men of a 15% 
growth in magazine drugs and toi- 
letries advertising in the past 
three years. 

“In 1950, magazines were in 
third place among the major media 
in national advertising of drugs 
and toiletries,” he said. “In 1951, 
they moved to second position. In 
1952, we believe we were first, al- 
though final newspaper figures 
are not yet compiled.” 


Hirsch Bros. Names Becker 


Hirsch Bros. & Co., Louisville | 
maker of Paramount foods, has | 
appointed Fred R. Becker Adver- 
tising Agency, Louisville, to direct | 
its advertising, effective July 1.| 
Radie, television, outdoor and/ 
newspapers will continue to be 
used. 


Knight Heads WABD 

Norman Knight, v.p. in charge 
of sales, advertising and promo- 
tion for Sponsor for the last four 
years, has been named manager 
of WABD, New York, key station 
of the DuMont Television Net- 
work. He succeeds Richard E. 
Jones, who has resigned. 
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McQuade Family 
Gets $940,000 
from Topics Co. 


New York, June 12—Topics 
Publishing Co. has agreed to pay 


; out a grand total of $940,000 to set- 


tle a series of stockholders’ deriva- 
tive suits begun in 1948 by John 
S. McQuade, son of the late Jerry 
McQuade, one of the founders of 
the company. 

The total breaks down as fol- 


| lows: 


1. For the complete McQuade 
family stock interests, 1,210 com- 
mon and 100 _ preferred—about 


'|44% of the total shares—the sum 


of $800,000. 
2. For an agreement by John S. 


‘McQuade not to enter a compet- 


ing business, the sum of $90,000 
spread over the next ten years. 

3. For attorneys and accounting 
fees, the sum of $50,000. 


® The agreement, slated to be 
signed later this month, will mark 
the end of litigation started by 
Mr. McQuade in 1948. This action, 
the third suit, began in West- 
chester County supreme court last 
week. 

Two previous suits had been 
dismissed by the courts; and sub- 
sequent appeals were denied. The 
present suit was little more than 
a day old when the settlement 
was reached. 

Essentially the same as the 
earlier cases, this suit charged the 
defendants, Topics Publishing Co., 
Publisher Aglar Cook and 12 
other directors of the company, 
with “wasting” the company’s as- 
sets and not declaring reasonable 
dividends, and questioned some of 
the salary and expenses paid to 
Mr. Cook. Mr. McQuade sought 
dividend payments and the re- 
turn of certain moneys to the cor- 
poration. 


® Following the settlement, attor- 
neys for Topics read this state- 
ment into the court record: 

“This settlement is made by the 
defendants upon the distinct un- 
derstanding that it is in no way a 
concession, or an admission as to 
the validity of any of the charges 
made against them or any of them, 
or as to any liability herein, but 
solely in the interest of disposing 
of the litigation and for the bene- 
fit of the corporation and freeing 
it from this litigation and restor- 


|ing harmony in the ownership of 


the corporation.” 

Topics Publishing Co. publishes 
Drug Topics, Drug Trade News, 
Food Field Reporter, Food Topics 


_and other publications. 


Reinhold Boosts Long 

M. Randolph Long, district 
manager in Chicago of Materials 
& Methods, a Reinhold publica- 
tion, has been promoted to adver- 


tising sales manager. Mr. Long 
will make his headquarters in 
New York. 


penings for 
representatives whose primary 

eld sales personnel, leading 
facturer of 


passenger 
ose cars at 
irable, but 


merchandising of 


lly located 
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| expenses 
y, depend- 


ing on qualifications and experience. 


| when traveling will be reimbursed. Generous sal 


If interested in building a real future in suc’ 
send complete résumé with careful analysis of e 
automotive retailing and in advertising to Box No 
tising Age, 801 Second Ave., New York 17, N. Y. 


HA ymarket 1-1000 © Chicago 7, Illinois | 
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erience in 
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The QUAD-CITIES 


Effective July 1, 1953 


Leslie C. Johnson, V.P. and Gen. Mgr. 


CO BUILDING, ROCK ISLAND, ILLINOIS. 


No. 1 Radio Station. . -WHBF 


joins the nation’s 


No. 1 Radio Network . . CBS 


| he ° Represented by Avery-Knodel, Inc. 
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Plans for Large-Scale Motivation 
Research Told at Canadian AMA Meet 


(Continued from Page 1) 
the new Consumers Price Index, 
to delve for much valuable infor- 
mation “rotting away” in them. 


® As for the pilot study, Mr. Clark 
said it showed that women usually 
are determining buyers on men’s 
sport shirts, and that men tend to 
determine on washing machines. 

As for the kind of areas for 
further research which emerged 
from the pilot study, he listed 
these: 

1. Household financial adminis- 
tration—who holds the purse, how 
is money budgeted, effects of in-| 
come changes on budgeting. 

2. Mechanics of consumer pur- 
chases—what are the antecedents 
of buying decisions. 

3. Consumers’ information— 
what level information is pos- 
sessed and how acquired. 

4. Consumer satisfaction 
dissatisfaction. 

5. Emulation, prestige and ref- 
erence groups—the importance of 
keeping up with the Joneses. What 
kinds of products are influenced 
by these motivations, and who 
constitutes the reference group. 

6. Technological and cultural 
change—under what conditions are 
new types of products or new 
features accepted or rejected. 


and 


# The whole project was esti-| 


mated to have cost $50,487, and 
would have involved hour-long 
interviews with 1,500 respondents 
in all towns with more than 2,500 | 
population. Its findings would 
have been accurate to about a. 
tolerance of 3%%. | 

Since a fund of this kind ap-| 
peared impossible, the committee | 
is proceeding on the area of con-| 
sumer information, and it appears 
that sources of information rank 
in this order: (1) Prior use or ex- 
perience of buyer; (2) advice of 
friends, relatives, etc.; (3) adver- 
tising; (4) printed material other 
than advertising, and (5) sales- 
men. 

The survey is proceeding, still 
using men’s sport shirts, and also 
hard goods. Interviewers are talk- | 
ing to recent purchasers of any 
one of the following: washing ma- 
chines, stoves, refrigerators, freez- 
ers, and TV sets. But they only 
interview on the most recently 
purchased. 


\live better. But where the U. S. 


s Other highlights of the meeting: 

D. M. Prather, president of A.C. 
Nielsen Co. of Canada, showed 
that costs of distribution are drap- 
ping in the grocery field, due in 
part to self-service stores and 
their increase. He also pointed 
out that the percentage of sales 
income devoted to advertising ex- 
penditures for ten major food 
commodities has declined substan- 
tially in the last ten years, an 
average of 34%, with the range 
from one class which increased 
9% to a decline of 76%. In the 
same period, deals and offers in- 
creased substantially, an average 
of 145% for six commodities be- 
tween the years of 1948 and 1952. 


/ ously, 


® Rodney W. Erickson, contact 
service manager of Young & Rub- 
icam’s radio-TV department, dis- 
closed that the agency has about 
$50,000,000 in billing in TV, in- 
cluding one show which costs 
$4,000,000. He insisted TV is not 
expensive on a cost-per-thousand 
basis, and visualizes an eventual 
cost-per-M of $1.50, as new sets 
are added and monopoly stations 
with extreme rates disappear. (In 
New York, Young & Rubicam whit- 
tled down Mr. Erickson’s billings 
figure. The agency placed com- 
bined radio-TV billings at $40,000,- 
000.) 

In commenting on the progress 
of TV from the “age of putresence 


'the middle of the program, other- 
| wise too much of the audience is 
/lost, and he advises cutting in half 


|creased 212% 


| Newfoundland’s figures, 


| total. 


| luxuries, spends a lot on essentials, 


lof the nation’s total. 


'Thompson Co., New York, covered 


to the age of mediocrity,” he ob- 
served that TV’s effect on news- 


paper reading was negligible, that | 


it affected magazine reading some- 
what more (particularly “story” 
magazines), ana that its effect on 
radio is “disastrous.” 

He said TV programming is “a 
very tough racket and going to get 
tougher...the mortality is terrif- 
ic...turnover about two years... 
you steal talent if you can, just 
as long as the cost-per-thousand 
justifies your stealing rate.” Fur- 
ther, said he, “in my opinion any- 
body who can’t sell on TV can’t 
sell anywhere.” 


® He also believes firmly that TV 
commercials must be inserted into 


the ratings of shows bracketing a 
spot, in order to determine the 
likely audience reached by a spot 
between shows. 

Abraham Cohen, chief of the 
merchandising and services sec- 
tion, Dominion Bureau of Statis- 
tics, Ottawa, told the group of the 
work of his department, and an- 
nounced the total retail sales as 
shown in Canada’s 1951 census. 

Retail sales in all Canada in- 
from 1941 to 1951. 
Total sales in 1941 were $3,440,- 
902,200; in 1951, $10,750,620,000. 
not in- 


cluded in 1941, added 4% to the 


® Nolin Trudeau, v.p. of Pub- 
licite-Services Ltd., described the 
French Canadian market, which 
he said is “practically crazy about 
premiums and giveaways,” avoids 


tends to stay home, is a rabid 
radio fan and will be a huge TV 
market. 

It is loyal to preferred brands, 
he added, stays sold for years, in- 
sists on French directions on 
everything bought. has a buying 
power in Quebec alone of more 
than $3 billion, and accounts for 
more than 4,000,000 people, 30% 


Arno Johnson, v.p. of J. Walter 
familiar ground (AA, May 11) in 
his report that aggressive and in- 


telligent selling can let everyone 


can live a third better, Mr. John- 


Last Minute News Flashes 


Riordan Takes Three Accounts to Durstine 


Los ANGELES, June i°--Three people and three accounts with the 
John H. Riordan Co., ! Angeles, will join Roy S. Durstine Inc. on 
Monday. The Riordan C. will be liquidated. Joining Durstine are John 
H. Riordan, Ernest Schrocter, art director, and Ann Johnson, office 
manager. The clients are Doyle Packing Co., maker of Strongheart dog 
food; Hydro-Aire Inc., subsidiary of the Crane Co., and Vogue Rubber 
Co., maker of Vogue tires 


John Alden Plans Agency; Other Late News 


e John M. Alden, formerly executive v.p. and general manager of 
Chas. Dallas Reach Co., New York, has resigned to form an advertising 
agency specializing in marketing services. The name and clients of the 
new company, which wil! have offices in New York, Chicago and San 
Francisco, will be announced later. Mr. Alden was at one time execu- | 
tive v.p. of the Biow Co., and before that with J. Walter Thompson Co. | 


e E. S. (Scranton) Gillette reportedly has severed connections with | 
Gillette Publishing Co., of which he was v.p. and publisher. He has. 
opened Scranton Publishing Co. offices at 185 N. Wabash Ave., Chicago, 
and will publish Water & Sewage Works, until now a Gillette business | 
paper. Gillette Publishing Co. will continue to be headed by H. P..Gil- 
lette, Scranton’s father. 


e DuMont Television Network, New York, is lining up regional and | 
local sponsors for six to 12 games of the 1953 schedule of the National 
Professional Football League. Atlantic Refining Co. (N. W. Ayer &| 
Son) will co-sponsor available games of the New York Giants with 
Miller Brewing Co. (Mathisson Associates) and of the Philadelphia 
Eagles, Pittsburgh Steelers and Cleveland Browns (with Carling’s Black 
Label beer through Lang, Fisher & Stashower). Other sponsors: Gun- 
ther Brewing Co. (Biow Co.) for the Baltimore Colts; Miller for the 
Green Bay Packers in Milwaukee, and Goebel Brewing Co. (Brooke, 
Smith, French & Dorrance) for the Detroit Lions. This schedule will 
be in addition to the 20 professional pigskin games to be carried on 
DuMont stations by Westinghouse. 


e Edwin Duerr, formerly producer-director with Young & Rubicam, 
has joined Dancer-Fitzgerald-Sample, New York. Mr. Duerr’s activi- 
ties will include radio and television program supervision and produc- 
tion, and new program development. 


e Larry Donino, formerly time buyer at Ben Sackheim Inc., has joined 
the media department of Kenyon & Eckhardt, New York, in a similar 
capacity. 

e CBS star Arthur Godfrey, who is recuperating nicely after his hip 
operation, now is expected to return to his morning simulcast on July 
6. At the outset, he will broadcast from his home in Virginia. He is 
slated to return to “Talent Scouts” (AM-TV) Aug. 3. There has been 
no word as to when he hopes to be back on his Wednesday night tele- 
cast. 


e Seeman Bros. has launched a newspaper, radio and television cam- 
paign in metropolitan New York to introduce Redi-tea, a liquid for 
instant iced tea. Sugar is already in the product, which requires the 
addition of cold water and ice. Cecil & Presbrey is the agency. 


e Canada Dry Ginger Ale Inc., New York, will shortly kick off a met- 
ropolitan New York consumer campaign for its new fruit flavor bever- 


ages, with 1,000-line b&w ads in the Daily News, Journal-American, | 


Mirror and World-Telegram. Fractional b&w ads will be run on alter- 
nate weeks, through August, in the Amsterdam News, New York Post, 
Long Island Press and Newark News. A regional test campaign is under 
way in New England. 


‘Billboard’ Buys 
‘Tide’; No Change 
in Format, Staff 


NEw York, June 12—The Bill- 


established his own advertising 
|agency, servicing a number of ac- 
counts in the Danielson, Conn., 
| area. 


Paul Plans August Debut 


son says Canada can live 50% | 
better. 


Shura-tone Appoints Marwel., | 


Names Eisen Ad Manager 


Shura-tone Products, Brooklyn 
manufacturer of phonographs, ra- 
dio-phonograph combinations and | 
accessories, has appointed Marwel 


its advertising. At the same time, | 
Leonard Eisen, formerly account 
executive at Marwel, has been 
named advertising manager and 
sales representative for Shura-| 
tone. 

A fall campaign in business and 
consumer publications, in addition | 
to direct mail, is planned. Previ- 
advertising was handled 
through Getschal Co., New York, 
on a tentative schedule. 


Diamond Hosiery Appoints 

Diamond Hosiery Corp., New 
York manufacturer of Fruit of the 
Loom brand hosiery, has appointed 
Cunningham & Walsh, New York, 
to handle its advertising. Packag- 
ing research is now under way as 
part of a plan for a mass merchan- 
dising program. The account pre- 
viously advertised direct. 


Eagle Stamp Names Shumate 


Al Shumate, formerly advertis- 
ing manager for the Press, East 
St. Louis, Ill., has been appointed 
advertising manager for Eagle 
Stamp Co., St. Louis. 


J tivie QR mony 


\Sively reported 
First issue under the new owner-. 
‘ship will be dated July 4. 


'a division of Bi ‘ 
‘Advertising, New York, to handle of Billboard 


board Publishing Co., which puts 


|out Billboard and Vend, has pur- 


chased Tide from Magazines of In- 
dustry Inc. and will take over the 
bi-weekly next Tuesday, as exclu- 
in AA June 8&8. 


Tide, which will be operated as 


ing Co., will continue its present 
format and retain its present edi- 
torial and advertising people. It 
will remain a fortnightly and stay 
at 232 Madison Ave. 


Meanwhile, there was no addi-| 


tional word forthcoming about 
Dun’s Review negotiating to buy 
Modern Industry, a monthly 
edited for industrial executives. 
Modern Industry is published by 
Magazines of Industry (AA, June 


8). 


LEO JAMES FEENEY 


BROOKLYN, Conn., June 19—Leo 
James Feeney, 65, advertising ex- 
ecutive, artist and former newspa- 
per man, died of a heart attack 
here yesterday. 

For more than 20 years, Mr. 
Feeney was a free-lance adver- 


_tising man and artist in New York, 


and was also associated with the 
Brooklyn Eagle and New York 
World. Early in his career, he 
worked for the Providence Jour- 


nal. Since coming here, he had 25 


Publish- | 


for ‘Television Age’ 


S. J. Paul, who recently re- 
signed as advertising director of 
Broadcasting-Telecasting to start 
his own magazine, has announced 
\that the first issue of the monthly, 


to be called Television Age, will | 


be published in August. Editor 


and publisher of the new maga- | 


zine, Mr. Paul has set up offices 
at 444 Madison Ave., New York. 


guaranteed circulation 
The b&w page rate is $390. 


Appoints Zimmer-McClaskey 


Brown-Forman Industries, 
Louisville, a division of Brown- 
Forman Distillers Corp., has ap- 
pointed Zimmer-McClaskey Ad- 
vertising Agency, Louisville, to 
direct its advertising. Previously, 
Mullican Co., Louisville, handled 
the Brown-Forman Industries ac- 
count. 


]. R. Johnson Joins BBDO 


James R. Johnson, formerly ad- 
vertising manager for Campbell 
Soup Co.’s tomato juice, catsup 
and Franco-American products, 
has joined Batten, Barton, Dur- 
stine & Osborn, New York, as an 
account executive. 


WCAN-TV to O. L. Taylor Co. 

WCAN-TV, Milwaukee, has ap- 
pointed O. L. Taylor Co., New 
York, as its national representa- 
tive. The station plans to begin 
telecasting by July 15 on channel 


DAN RODGERS hos been promoted to a 
v.p. of Biow Co., New York agency. Mr. 
Rodgers is the account supervisor on the 
account of the proprietary drug division 


of Whitehall Pharmacal Co., 


CBS's Carrai 

S Larralne, 

NBC's Beville 

Hit ‘Life’ Study 
(See story on Page 1) 

New York, June 12—Life’s 
i“Study of Four Media” seems 
fated for a stormy reception next 
week. 

Highlights of the study, not 
scheduled for newspaper publica- 
tion until Monday, were familiar 
to research and media people 
around town today. 

Harper Carraine, director of re- 
search for CBS Radio, took “vio- 
lent and pretty reasonable objec- 
tion” to parts of the study. He 
quoted Life’s research director, 
Edward Miller, as saying that “any 
study which attempts to make 
comparable measurements of 
printed media with broadcast me- 
dia is faced with an impossible 
task.” 

“Then,” Mr. Carraine added 
wryly, “they go ahead and do it.” 


New York. 


8 Mr. Carraine, like Hugh Beville, 
NBC director of research, took 
particular exception to Life’s com- 
paring of entire magazines with 
individual broadcast programs. 
“You can’t compare a magazine 


house with a room in a radio 
house,” was the way Mr. Car- 
raine put it. He added that it 


would be more to the point for 
Life to give accumulative audience 


figures for a specific ad in its 
issues. 
Mr. Beville declared that the 


Life study “shows that radio and 
TV programs deliver to advertisers 
enormous audiences on an accu- 
mulative basis.” He called the 
“juxtaposition” of a magazine to 
a broadcast program wrong, and 
said he was “flabbergasted” that 
Alfred Politz would “get himself 
in a deal like this.” 

Mr. Beville said Life’s research 
method was “completely invalid 


Television Age will start with a| and untenable.” 
of 8,500. | 


| 

Kleenex to Godfrey Radio-TV 
International Cellucotton Prod- 
jucts Co., Chicago, beginning July 
7 will promote its Kleenex tissues 
on a quarter-hour of the Arthur 
Godfrey morning show over the 
CBS radio and TV networks. The 
52-week contract gives the com- 
pany the 10-10:15 a.m. spot on an 
alternating two-days-a-week, 
| three-days-a-week basis. Most of 
ithe 15-minute segments will be ra- 


dio-television simulecasts, with 
ithe remainder on radio alone. 
|Foote, Cone & Belding is the 
agency. 


Caruso Joins Central 

Charles C. Caruso, formerly as- 
sociated with Harold Cabot & Co., 
Boston, has been appointed copy 
chief with Central Advertising 
Service, Boston. 


Houtz to WHBF, Rock Island 

Marvin Houtz, Manhattan, Kan., 
has been named a member of the 
sales staff of WHBF, Rock Island, 
Ill., radio outlet. 
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Four Use Vistarama System 


Four companies have signed for 
commercial films using the new 
Vistarama process of Vistarama 
Corp., Hollywood, Cal. They are 
Southwestern Public Service Co., 
Trans World Airlines, Santa Fe 
Railroad and the Assn. of Ameri- 
can Railroads. Vistarama is a wide- 
screen system of photography like 
CinemaScope, which squeezes the 
image onto a strip of film when 
photographed and expands it onto 
a wide screen when projected to 
give an illusion of depth. 


Bill Heads PR Group for NBP 


Raymond Bill, chairman of the 
board of Bill Bros. Publishing 
Corp., New York, has been elected 
chairman of the public relations 
committee for National Business 
Publications Inc. 


Curtis Earmarks Stock Fund 

Curtis Publishing Co., Philadel- 
phia, has set aside $1,000,000 for 
the purpose of purchasing the com- 
pany’s prior preferred stock tend- 
ered at prices not exceeding $55 a 
share. 
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Internationalism 
Gets Stress at 
Sales Execs Meet 


(Continued from Page 1) 

be made up by increased U. S. 
imports, 

| “Our foreign economic policy 
| will never make sense unless it 
reflects the dominating position 
of the U. S. in_ international 
trade... There are still over 3,500 
duties in effect and several hun- 
dred of 25% or more are on pre- 
cisely the items for which there 
might be a wider market in the 
US: 


not the only obstacles to increased 
imports. The uncertainty of Amer- | 
ican tariff policy and the incred- 
ible complexity of our customs | 
procedures also discourage the) 
foreign producer,” he said, point- | 
ing out that “their very success) 
may cause retaliation by recourse | 
to the serious injury provision of 
the Trade Agreements Act. 

“Let me make it crystal clear I 
do not believe the reduction of 
tariffs is the exclusive remedy. 
On the contrary, a comprehensive | 
program is required. The repeal 
of the Buy-American Act, the 
simplification of customs proce- 
dures, the elimination of escape, 


_|clauses from existing tariff legis- 


lation, and planning against a re-| 
cession which would undoubtedly | 
push overseas economy more) 
deeply in the red, are other essen- 
tial items of policy.” 

Prior to his talk, Mr. Coleman 
received NSE’s management 
award. 


® Secretary of Commerce Weeks | 
told a luncheon session that we) 
have to compromise our foreign 
economic views for the benefit of 
the protectionist as well as the) 
free-trader. “If either one wins a_ 
great battle, they’ll both lose.” 

He outlined a “business service 
agency” which he said the Com- 
merce Department hopes to set up 
immediately after the expiration of 
the Defense Production Act June 
30. The new agency will have ap- 
proximately 20 main industry 
divisions, with key advisers rec- 
ommended by various industries 
to represent them, and staffed for 
operation purposes by industrial 
experts from the career service. 

The most important function of 
the business services agency, Mr. 
Weeks said, will be to “see to it. 
that, while private business, of 
course, cannot dictate government 
policy and plans, it be placed in a 
position where it can effectively 
approve or disapprove of the im- 
plementation of such policy from 
the standpoint of their practical 
workability in everyday industrial 
operation. 


# “In our over-all format, we plan | 
to help advertisers, sales execu- 
tives and salesmen through in-| 
dustry divisions dealing with mar- | 
keting and distribution problems 
of individual industries; the co- 
ordinated services of our recently 
developed Office of Distribution; 
the new Business Census activities; 
a new study of the movement of 
inventories and other projects or 
continuation of programs.” 

Mr. Weeks emphasized that this 
“is an efficiency and economy 
measure” rather than an addition 
to the “federal centipede.” 
| Josh A. Gollin, 
Distributors Inc., got the conven- 
tion’s hearty approval in a dis- 
‘cussion of some of the tax 
sales problems affecting the liquor 
industry. 


Last year, he reported, the 21,000. 
illicit stills seized by the federal 


= “Rates of duty are, however, 


v.p., Schenley | 


and | 


PILLSBURY TIE--N—Clown Confections Inc., 
Chicago, is using these new packages to 
feature several ways in which its Stay-Fresh 
marshmallows can be used. On the reverse 
side is printed one of the prize-winning 
recipes from Pillsbury’s Grand National 
cake recipe contest. Initial tests of the new 
package are being conducted in LaFayette, 
Richmond and Marion, Ind., with outdoor, 
point of sale and direct mail being used. 
Collins & Hart, Chicago, is the agency. 


any taxes, had a greater produc- 


tion capacity than did all the li- 
censed stills. 


s It takes 15,000,000 sales to re- 
tailers and 300,000,000 sales to 
consumers yearly to keep Schenley 


'in business, he said, and Schenley 


doesn’t overlook a trick, within 
the regulations, to sell. 

“The great advertising agencies 
of America said the one way to 


survive is to advertise.” This, the | 
/industry does to the tune of about 
| $65,000,000 yearly, 


he reported, 
but it is severely limited by what 


|it may say or show in its adver- 


tising. 

“Our business today is about the 
same in gallons as ten years ago,” 
because of advertising 
tions, Mr. Gollin commented. 


® He urged active, instead of pas- 
sive, distribution, to 


goods instead of keeping a few 
items on hand in case of a call 


for them. The liquor retailer needs | 


more traffic, through compelling 
window displays, and more dollar 
volume, through promoting larger 
sizes. 


“We need to ask more people to. 


buy and we need to ask them 
more often,” he declared, pointing 
out that “you may not demand a 


_retailer’s attention unless you can 


make his business better every 
time you call on him.” 

Dr. Herman C. Nolen, v.p., and 
John J. Weber, drug sales man- 
ager of McKesson & Robbins, com- 
bined notes for a detailed slide 
report on how McKesson trains its 
sales management team. “We be- 
lieve in starting the job from the 
top rather than from the bottom,” 
Dr. Nolen stated. “Until the train- 
ing of your sales managers is com- 
pleted, your dealers, your sales 
force and others cannot be ade- 
quately prepared for an altered 
economic atmos; here.” 

The speaker gave eight objec- 
tives necessary for a good sales 
executives or supervisory course: 
set clear objectiv:: write the prin- 
ciples and proce lures; determine 
teaching methods; emphasize 
learning by doin ; select the right 
trainers; make th course interest- 


ing; let the stucents know how 
they did, and flow up for im- 
provement. 


critical test 
view of Arno 
and director of 
r Thompson Co. 


s “Selling face: a 
right now,” in the 
H. Johnson, v.p 
research, J. Wal! 


He went into a discussion of 
economic condi ons and _ sales 
‘prospects for th following year, 
which showed portunities for 
a 10% expansio: in sales, and he 
listed “seven i» portant hidden 


| pressures 


restric- | 


the point) 
_where retailers will want to sell 


in our economy that 
mean opportunity for selling a 
continuing expansion in our stand- 
ard of living over some years to. 
come.” 

These “hidden pressures” in-| 
clude changes in discretionary | 
spending power, population make- 
up and shift, education level and 
dwellings. ° 

“We are behind our productive 
ability in our present living stand- 
ards,” he commented, pointing out 
that “we should, and cuould, have 
right now a standard of living 
one-third higher than in 1952 


based on our proved productive) 


ability.” 

(Mr. Johnson’s analysis was re- 
ported in detail in AA’s annual 
market data issue, May 11.) 


ing” helps a company gain new 


| business was outlined by two! 
speakers from E. I. duPont de Ne-| 
mours & Co., Thomas H. Urmston, | 


general director of sales, textile 
fibers department, and William 
W. Beck, assistant manager of 
plastic sales in the polychemicals 
department. 

DuPont first entered the fiber 
business by making rayon from 
cellulose, according to Mr. Urms- 
ton. “Little did we dream that 30 
years later, to reach the ultimate 
consumer with our fibers, we 
would have to become experts in 
the art of cooling the needle on a 
sewing machine or pressing a pair 
of pants. 

“Service selling is the catalyst 
which initiated, promoted and ac- 
celerated the diversification of our 
markets. Technicians cannot live 
and work in a climate of explora- 
tion and invention without seeing 
new opportunities for new prod- 
ucts, new ways of utilization. 
Service selling is an _ infectious 
process. Often it leads a customer 
to the development of an entirely 


/new business. 


/@ “Service selling creates the kind 
of intimate partnership with cus- 
_tomers and customers’ customers 
which leads to the cooperative 
solving of problems. It is a system 
of recognizing and solving prob- 
lems. Entire chains of problems 
which may start from any one of 
the fabricating steps which inter- 
vene between the fiber source and 
the final consumer product.” 

Inevitably, Mr. Urmston said, 
“service selling leads to the crea- 
tion of new business opportu- 
nities, to new patterns of business 
thought, to wider product hori- 
zons.” 

Speaking for plastics, Mr. Beck 
said service selling “is what has 
put plastics in everything from 
automobiles to radar equipment, 
from household refrigerators to 
industry piping.” 


® Based on a dollar volume of a 
“respectable” $25,000,000 in 1925 
and an “amazing” $850,000,000 in 
1950, Mr. Beck projected to 1975 
and predicted an industry which 
can reach an $8 billion volume. 


@ The way in which “service sell- | 
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FOR SORE EYES—TV actress Ava Norring, 

who is Miss Sunglasses of 1953, strikes a 

fetching pose at Atlantic Beach, N. Y., to 
demonstrate the specs. 


A detailed case history of how 
to integrate advertising and sales 
promotion in selling industrial 
products was given by William 
Dixey, merchandising manager for 
the Trumbull Electric department 
of General Electric Co. He used 
his company’s experiences with 
the advertising and sale of safety 
switches to illustrate. 


# “Sales research will not do 
everything,” said one speaker who 
ought to know—Frank Mansfield, 
director of sales research, Syl- 
vania Electric Products Inc. 

“It is not a panacea. It is not a 
substitute for selling and it can- 
not make a good sales department 
from a poor sales department. 
Essentially, it is merely a tech- 
nique whereby certain sales func- 
tions can be performed more ac- 
curately, more intelligently than 
through the use of sales operating 
people.” 

The salesman, he said, cannot 
perform the functions as well as 
the research department because 
he acts on intuition, generally does 
not see the end user and frequent- 
ly gets distorted second and third 
hand information. 


# A selling revolution in the next 
50 years that will compare to the 
changes in manufacturing during 
the past half-century was pre- 
dicted by John M. Fox, president, 
Minute Maid Corp., at the closing 
sessions of the convention. 


Explaining that sales mechanics 
have not kept pace with produc- 
tive mechanics—an often reiter- 
_ated point during the convention— 
|Mr. Fox said: “The revolution in 
| sales techniques has already started 
‘and, although it is hard to predict 
‘the form it will eventually take, 
the general principles of the 
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changes to come are clearly ap- 
parent. 

“The problem is, in brief, to 
reach more people more effective- 
ly with less manpower.” One of 
the most effective methods of low- 
ering costs to appear in recent 
years has been the development of 
self-service merchandising, he 
said. 

“Mass selling, as does mass pro- 
duction, increases efficiency of in- 
dividual employes yet brings about 
increased employment.” Mr. Fox 
cited the phenomenal growth of 


self-service in grocery stores in| 


the past ten years, pointing out 


that only 15% of the nation’s in-| 


dependent markets were self-serv- 
ice in 1943 as compared with ap- 
proximately 70% today. 


“That self-service plays a major. 


part in lowering costs is clearly 


shown by the fact that self-service | 


prices are from 5% to 10% lower 
than clerk-service stores as a di- 


rect result of these facts. The self- | 


service stores, which sold only 1% 
of all grocery sales in 1930, sold 
79% last year,” he pointed out. 


# Sumner J. Robinson, v.p., Bige- 
low-Sanford Carpet Co., declared, 
“Selling has become America’s 
No. 1 job today. It constitutes the 
biggest single hope of keeping our 
business pulse on an even keel and 
maintaining a healthy economy.” 
Mr. Robinson advocated a planned 


approach to sales backed by well-| 


geared organizations. 
Merchandise incentive cam- 
paigns give salesmen the thrill of 


FOR HIRE! 
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IN THE DAKOTAS 
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100,000 live farm spenders! 
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ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Monager ' 


|/winning, the pride of ownership 
‘and lasting enjoyment, according 
to B. G. Sanderson, general sales 
manager, Deepfreeze Appliance 


division, Motor Products Corp.,| 


|North Chicago, Ill. The urge to 
make money is not, in itself, suf- 
ficient incentive to keep salesmen 


‘rolling in high gear, he declared. ‘chological aspects of the public’s | 


fears for the economic future. 
= James C. (Larry) Doyle, salen] mech 


‘and advertising manager, Ford) ,, 


Motor Co., Detroit, was elected) 
chairman of the board of NSE,) 
succeeding C. Clair Knox, Rexair 
Division president, Martin Perry 


Corp., Toledo. Other officers are: | 


v.p., Lily Tulip Cup Corp., New | 
York; Orville C. Hognander, v.p., 
G. M. Tennant Co., Minneapolis, 
and G. J. Ticoulat, v.p., Crown)! 
Zellerbach Corp., San Francisco; | 
international director, Elmer H. 
Krueger, president, Paper Art Co., | 
Indianapolis; treasurer, Charles E. | 
Lowe, executive v.p., Commercial 
Controls Corp., Rochester, N. Y.| 
Robert A. Whitney was reelected 
president. 
| The Business Statesman of the 
Year award went to Benjamin F. 
‘Fairless, president and chairman 
of the board, U. S. Steel Corp. 
Concurrent with the convention, 
a sales equipment fair was staged 
at which several dozen companies 
displayed their products and serv- 
_ ices. 


Dial Soap Conducts Sample 
and Coupon Drive in East 

| Armour & Co., Chicago, is now 
engaged in a heavy sample and 
coupon promotion of its Dial com- 
plexion and bath soap on the East- 
ern Seaboard. 

Beginning about April 20 in the 
Boston area, Dial’s crews have 
been delivering complexion soap) 
samples door-to-door, leaving cou- | 
pons good for 10¢ toward the pur- | 
chase of either two bath or three) 
complexion bars. Reuben H. Don- | 
nelley Corp., Chicago, is providing | 
the crews and handling the oper-| 
ation, which is scheduled to com-| 
plete coverage of the Northeast 
some time in July. 


| 
Promer Goes to Cleveland 

M. James Promer, sales repre- | 
sentative for Scientific American, | 
has been reassigned from the New 
York to the midwestern office in 
Cleveland. 


Singer Advertising Moves 
David Singer Advertising and) 
Catalog Planning Co., New York, | 
are opening new offices at 101 Ww. 
55th St. 


| 
| 


| 
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A photoengraving... 
\ justifies its cost is the work of skilled eyes 
‘and hands. 
4 mechanical skill can produce photo- 
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; advertising. We 
‘=a creative contribution to the 
; quality of advertising. 
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Vice-chairmen, Fen K. Doscher, | 


} 
James C. (Larry) Dove, 
elected chairman of th« 
/National Sales Executive. 
‘very much concerned about psy- 


Ford Motor Co., for example, 


vertising manager for about a year, 
is not seriously affected when 10,- 


000 people must be laid off in| 


Detroit. The company is affected, 
however, by the 75,000 people who 
worry about the 10,000 and the 
other 85,000 people who think they 
will be next. 

Larry is particularly concerned 
by what he calls the “long-hair 
economists” who persist in saying 
a “bust” is just around the corner 
every time an economic fluctuation 
occurs. They talk about this being 
a boom period but Larry feels they 
use the word because they have 
failed to arrive at new standards. 

How much of this so-called 
boom, he asks, is normal, due to 
increased population, homes, sub- 
urban expansion and the highest 
levels ever in employment, income 
and savings. “All this can’t be 
boom,” he says in his soft, mid- 
western drawl, and suggests there- 
fore we should not be so concerned 
with slight fluctuations and resist- 
ances. 


# And for those who say our in- 
ventories are mounting, Larry an- 
swers, “Any time we don’t have 
more goods than customers we’re 
in a hell of a shape.” 

He also believes that “advertis- 
ing is a very important adjunct to 
our or anybody’s business. But 
salesmanship must support adver- 
tising, however good it might be, 
and we haven’t reached the pre- 
war selling pace even though we 
may think so. I don’t think we're 
selling as well as we know how.” 

When postwar selling reaches 
the level of postwar advertising, 
we won’t have to worry about any 
ominous predictions for the future, 
Larry Doyle says. “Selling effort 
has led this country out of every 
serious economic reverse and can 
avert one in the future.” 


@ He ranks the three characteris- 
tics needed by a salesman—atti- 
tude, knowledge and skills—in the 
order of their listing. Salesmen 
have their share of skills, he says, 
although as NSE chairman he 
would like to establish more li- 
braries, ethics and standards like 
those in other “respected” profes- 
sions. The newly formed graduate 
school of sales management and 
marketing which opens at Rutgers 
University in August, is a big step 
in that direction, he thinks. 

In the field of knowledge, the 
salesman needs confirmation or re- 


vision to new standards. Attitudes 


/are where the major problem lies, | 


he points out. 

To illustrate, Larry tells about 
the West Coast Lincoln-Mercury 
'salesman who labored long hours 
ito sell a car to a waitress on the 
‘assumption that she could only 
_pay $35 monthly to the finance 
/company. The deal was just about 
'closed when along came the serv- 
ice manager, a friend of the wait- 
'ress, and before that conversation 
ended, the waitress had decided to 
pay $85 a month for the purchase 
of a Lincoln. 


# James Doyle got the monicker 
“Larry” because in his youth, back 
in Kansas City, Mo., he played 
semi-pro baseball for a company 
league as well as the Kansas City 
Journal. At the time, the New York 
Giants had a star second baseman 
named Larry Doyle. “So they 
called me Larry because I was so 
different.” Well, anyway, the name 
has stuck ever since. 

He was born and brought up in 
Kansas City. His father died when 
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newly | 
hoard for | 
Inc., is} } 


here he has been sales and ad-| 


e Larry Doyle 


Larry Doyle 


he was 15 years old. In 1916, at the 
age of 16, he joined Ford as an of- 
fice boy in the district sales of- 
fice. He had only completed three 
years of high school at the time 
but he added to this the knowledge 
gleaned from borrowed books of 
the Alexander Hamilton Institute 
plus several years of night school. 


s He shifted from office work to 
sales to office manager and back 
to sales. Advancing through the 
ranks, he was promoted to St. 
Louis district sales manager in 
1939. Three years later he went to 
the Army ordnance department as 
special assistant to the chief of the 
ammunition division. He returned 
to Ford in 1945 and two years la- 
ter became central regional sales 
manager for the Ford division. As 
such he supervised about 1,000 
dealers. 

Late in 1951, he went back to the 
federal government, this time for 
a six-month “loan” as a special 
consultant on motor vehicle prob- 
lems for National Production Au- 
thority. Returning to Ford just 
about a year ago, Larry was ap- 
pointed sales and advertising man- 
ager. Fascinated by the automobile 
business, he will talk for hours on 
the subject, given half a chance. 


# He’s a bachelor, though not by 
conviction. Family obligations and 
his work combined to crowd mar- 
riage out of the picture. 

“I guess I just went by it too 
fast,” he says. 

Attendance and interest at this 
year’s NSE convention has made 
Larry very enthusiastic about the 
future. As national chairman—last 
year he was vice-chairman—he 
hopes the time is not too distant 
when NSE will increase its 158 
clubs and 21,000 members to twice 
as many clubs and three times as 
many members. 

This, he believes, will be com- 
pletely in keeping with the ex- 
panding economy. 


Set ‘Do-It-Yourself’ Drive 


| A drive under the auspices of the 
National Retail Hardware Assn. 
| will be launched in the fall pro- 
‘moting independent hardware 
_stores for “do-it-yourself” equip- 
ment. Hardware manufacturers, 


| Advertising, 
Publishing Co., has been elected 


81 


Toronto Ad, Sales Club Elects 


Alan C. Ball, manager, Canadian 
MacLean-Hunter 


president of the Advertising and 


/| Sales Club of Toronto. Other offi- 


cers elected are Andrew A. Mc- 


|, Dermott, general manager, Radio 
| & Television Sales Inc., 


Ist v.p.; 
John Tee, advertising manager, 
Electric Auto-Lite Ltd., 2nd v.p.; 
George M. Brain, general sales 
manager, Provincial Paper Ltd., 
secretary, and A. Gibson Mackie, 
personnel manager, O’Keefe’s 
Brewing Co., treasurer. 


Plan Monte Vista Radio Outlet 


The Federal Communications 
Commission has approved a radio 


Se station for Monte Vista, Colo. To 
‘be operated by San Luis Valley 


Broadcasting Co., the station will 
serve Rio Grande, Mineral and 
Saguache counties. Construction of 
studios and a transmitter site will 
begin at once. 


Bob Betts Advertising Moves 


Bob Betts Advertising, Denver, 
has moved to larger quarters at 
1150 Bannock St. 


wholesalers and retailers will co- 
operate in the promotion, which 
will be kicked off with a two-page, 
four-color ad in the October 5 
Life. Magazines, newspapers and 
point of sale displays will be used. 
Grey Advertising Agency, New 
York, is the agency for the asso- 
ciation. 


Coast TV Broadcasters Elect 


Richard A. Moore, v.p. and gen- 
eral manager for KTTV, Los An- 
geles, has been elected president 


of the Television Broadcasters of | 
Southern California. Other officers | 


elected are James T. Aubrey Jr., 
general manager, KNXT, v.p., and 
Donn B. Tatum, TV director, west- 
ern division, American Broadcast- 
ing Co., secretary-treasurer. 


Eureka Printing to Kahn 
Eureka Specialty Printing Co., 
Scranton, Pa., has named George 


N. Kahn Co., New York, to handle 


its advertising, starting July 1. 


GREENVILLE 


- SOUTH CAROLINA’S — 
+ Sst 


HALF-MILLION 
~ MARKET — 


leads all others in 


INCOME 


with 
$613,764,280. 


Data compiled from Sales 
Management's 1953 Survey of 
Buying Power shows this com- 
parison of Effective Buying 
Income in S.C.'s 3 leading 
markets: 


Greenville . . .$613,764,280. 
Columbia .... 498,146,450. 
Charleston ... 379,665,740. 


¥ GREENVILLE S ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market also 
leads all others in $.C. in 
Population, Retail Sales, 
Wages, Employment, and Au- 
tos & Trucks. It is your first 
market in South Carolina. 


BIG-TOP 5 
(SUPERMARKET 
OF SOUTH CAROLINA! 


Greenville News 


MORNING & SUNDAY 


GREENVILLE PIEDMONT 


; VE ING 
Bepre ented Matonaly Oy WARD CRB COMPANY WL 


Operators of WFBC —NBC—5000 Warts 


Daily Circulation 96,611 
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How BIG is the [M73 market? 


The market LIFE reaches with a single issue (11,880,000 households’) 
is big enough, all by itself, to consume the entire yearly 
production of most brands, many manufacturers, many entire industries. 


*From A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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In upholstered furniture: 


If, this year, the makers of upholstered furni- 
ture were to sell one unit (a chair, suite or dual- 
use piece) to each household reached by a single 
issue of LIFE, these unit sales would top the 
industry’s total for 1951. 


Because of LIFE’s national bigness, 
and because of LIFE’s local selling power: 
Manufacturers of home furnishings put 
$4,436,818** into advertising in LIFE in 1952... 
much more than they put into the next leading 
magazine, a home service publication. 


9 ’ 


In mattresses: 


If, this year, just one new mattress were sold 
to each of the 11,880,000 households reached by 
a single issue of LIFE, sales to this group alone 
would exceed by far the total 1952 production 
of the entire mattress industry. 


To get the full sales impact of LIFE at the re- 
tail level, 16,702 tie-in ads were run by home fur- 
nishings retailers in local newspapers. Almost 
6 million lines of newspaper space during 1952 
promoted advertised-in-LIFE home furnishings. 


**Source: P.I.B.—gross figures. 
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